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[hee Symbol lial 5h PETERS CHILDREN’S SHOES 


TO MILLIONS OF VALUE-WISE PARENTS 


@ Symbols sell merchandise ... but continued sales result only when the merchan- 
dise “delivers the goods.” That’s why millions of parents insist on Peters Weather- 
Bird and Diamond Brand Shoes for their children. They know that every pair is 
fully guaranteed to live up to the claims made. All Leather in Vital Parts means 
just that ... only the finest materials and workmanship go into these sturdy, long- 
wearing shoes. 


Tie in with Peters’ tremendous national advertising campaign that puts the inter- 
esting message of “The Leather is There in Every Pair” into the homes of millions 
of prospects for Weather-Bird and Diamond Brand Shoes. 
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SAoCd FOR BOYS AND GIRLS 





Pleasing to the Wearer! 
Profitable to the Retailer! 
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With more and more women taking an active part 
in organization activities, business, etc., they are becoming 
increasingly critical of the footwear they buy. And that’s a 
great “break” for Tandrite Calf! The ability of this incom- 
parable leather to withstand hard wear and still retain its 
fine, smooth appearance is a quality that makes it excep- 
tionally pleasing to the most discriminating customers. 


E. HUBSCHMAN & SONS, INC. 


PHILADELPHIA 
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This Allenite Good 
Luck Charm is attached 
to each pair cf shoes 
with Allenite Tips. 


3—THEY’RE TOUGH 
4—MATCH UPPERS 
5—EXCLUSIVE FEATURE 


IN STOCK 


$6115—Coffee Eik 

Allenite Tip Oxford 
8Y4-12.A-E ....$2.80 
1214-3. AA-E ...$3.20 
34%4-5..AA-D ..$3.65 
514-9. .AAA-C .$3.95 











Just as schools aim to develop the best in 

children, so do we aim to supply these 

youngsters through you with the best in 

quality shoes. Kali-sten-iks in footwear 

means accuracy in last measurements and pat- 

terns, and it also means quality materials 

carefully put together. Leading stores and \ 

departments find in Kali-sten-iks shoes an 

added capital asset in customer appreciation. $2410—Coffee Elk 
Imitation Moccasin 


If interested in grading up, feel free to Onberd 

write us. 814-12.A-D ....$2.75 
124%4-3.A-D ....$3.15 
314-5..A-D ....$3.60 
54-9. .AAA-C .$3.95 
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THE GILBERT SHOE CO. we &* w& THIENSVILLE, WISCONSIN 
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Vol CXIX, No. 25, BOOT AND SHOE RECORDER, published every 8 day by Chilton Company (Inc.). Entered as second class matter November 23, 1932, at the Post Office in Philadelphia under 
Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. (Canadian rate $3.00 plus $0.50 for Canadian War Exchange tax—making total of $3.50.) 
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EVERY morning Julius Caesar, according to his chief biographer Brutus Munchausen 


would spend several! hours in his library on the Via Funiculi-Funicula reading the 


leading trade magazines of which ancient Rome boasted quite a few—very few in fact. 


His favorite magazine was the Buskin and Sandal Recorder, which tipped him off 
on “buskins the best dressed Roman will wear” and “sandals for the occasion”. 
Then Julius would telephone Cassius Phlebitus, head buyer of the Roman Mercan- 


tile Association, a Caesarian operation, and say: 


Ever since the days of ancient Rome 
in all its glory, the Big Boys have read 
their trade magazines and this world has 
progressed accordingly, in spite of Hell, 
High-water and Hitler. 


—“Cassius, my boy, I’ve checked off several snappy adver- 
tisements in this week’s Buskin and Sandal Recorder. Looks 
like good merchandising stuff to me. Get in touch with the 
manufacturers pronto and see if we can’t get quick delivery 


and beat old Servius Lapidus to it. Remember, competition 


is keen, my son, and a good stock of sandals in. the shop is 
better than being thrown in the lion’s den”. 


BOOT And SHOE RECORDER 
YOUR DIRECT LINE TO THE POINT-OF-SALE 
A Chilten ® Publication 


100 EAST 42nd STREET 


NEW YORK 
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LITTLEWAY AND UCO LOCKSTITCH SHOES 





LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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The WAC SKI BOOT LOOP has already been 
approved by many professional and amateur 
skiers. It is the strongest and most practical de- 
vice available for this rugged and popular type 
of footgear. Laces ride through these loops with 


minimum friction and consequently wear longer. 


Make sure that your new lines of Ski Boots are 
equipped with these superior fittings. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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“I?ll be seeing you” 
says your BALL-BAND salesman 


In due season now your BALL-BAND sales- 
man will pull up at your store with his fine, 
new Spring line of BALL-BAND footwear. 
You'll be glad to see his samples of beauti- 
ful new styles in Summerettes for casual 
and play-time wear, a streamlined Canvas 
Sport Shoe line, and BALL-BAND Quality 
Leather Work Shoes all designed to help 
create sales and profits for you next Spring 


and Summer. The forecast is for an in- 
creased demand in these three lines of 
footwear, so wait and see BALL-BAND and 
get the double advantage of correctly de- 
signed merchandise and famous Red Ball 
quality and value. Let your BALL-BAND 
man help you plan a Preparedness Pro- 


gram for your store. 





MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 WATER STREET, MISHAWAKA, INDIANA 


FOR 1942 YOU’LL SAY 


BALL-BAND’S THE ONE THAT SHOWS THE WAY 
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REWARD—FOR CHAMPIONSHIP PERFORMANCE 


Consistently a winner — Celastic’s top performance as a 
box toe in all types of footwear is recognized by maker, 
merchant and wearer, 


Old enough to have established proof of its many fine 
features, yet so modern in idea and application that an 
increasing number of manufacturers are using Celastic 
to make Matched Pairs. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CHESTER Reith, president of The 
Juvenile Shoe Corporation of St. 
Louis, Mo., was one of the first to 
say: “Pick fewer styles and more 
sizes,” in his recent merchant com- 
munication. He also said: 


“ARE YOU READY? 


“Today every retailer, every manufac- 
turer must make definite plans for the 
conduct of his buciness during the next 
three to five years, or until the world is 
once again on the basis of brotherly love 
and green pastures. 

“We have made our decision—our en- 
tire efforts will be confined to making 
a short, attractive, well-fitting line of 
footwear, using the best quality of mate- 
rials that it is possible to obtain. 

“Every shoe we make will be stocked 
for two important reasons. First, to give 














you, the retailer, an opportunity to keep 
your stock down, yet have plenty of sizes 
when you need them, turning your stock 
from eight to ten times a year, which 
means money for you in the till. Second, 
by stocking every shoe it gives our fac- 
tory uniform production—every  co- 
worker in the factory will have perma- 
nent jobs with substantial checks, and 
happy employees today will guarantee 
satisfactory merchandise. 

“We know we cannot sell you all the 
shoes you buy, or make for you all the 
shoes you sell, but our entire efforts will 
be in making shoes that will make regu- 
lar customers for you. The big thing for 
the retailers today is to have a well- 
fitting line, quality shoes, and plenty of 
sizes. 
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“Our Fall catalog shows the fewest 
number of shoes we have ever carried 
in stock, but this means we will be able 
to give you sizes when you need them. 
thus helping you turn your stock, keep- 
ing your department in good shape, and 

ing a reasonable profit. 


THE FIRST TIME IN yours 
—A FULL RANGE, 














“WE ARE READY... .” 


“TRAVEL widens horizons and 
gives new points of view,” says 
H. N. Fisch of H. J. Justin & Sons, 
Fort Worth, Tex. “The Pacific 
Coast is sure an inspiration when it 
comes to wearing apparel, includ- 
ing footwear. Most people out there 
have an imaginative mind and 
plenty of money to spend and they 
certainly believe in putting it into 
circulation. There is no standing 
still there and I can easily see why 
Hollywood is so rapidly forging 
ahead in the matter of style, par- 
ticularly in the matter of sports 
wear. 

“Certainly we can be grateful we 
are living in America where such 
vacations are possible. We need 
only to look about and see the prog- 
ress that is being made in prepara- 
tion for this country to save Democ- 
racy itself.” 
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JAMES J. LYONS, kid leather man 
to us but Borough President of the 
Bronx—a community of 1,250,000 
people, led a drive to collect scrap 
aluminum for defense needs. Fire- 
men, policemen, Boy Scouts and 
city workers made house to house 
collections; and if you want to see 
a tremendous pile of pots and pans, 
take a trip up to the County Build- 
ing. Start with a million and add 
up. The news story said: 
“Borough President James J. 
Lyons of the Bronx, surveying four 
bins in front of the County Building, 
asserted that his borough had beaten 
all others. ‘I said when this drive 


started that we would have a pile 
reaching up to my office window on 
the third floor,’ said Mr. Lyons. ‘If 
we could have piled the stuff in a 
single bin it would have gone much 
higher—as high as a twelve-story 
building.’ ” 
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SHOE men make excellent swim- 
mers . . . aquatic footwork! Art 
Luers of B. H. Luers Sons in Spring- 
field, Ill., won the swimming con- 
test which was a feature of the 
aquatic program following the 














American Business Club dinner re- 
cently. The defeated contestants 
were Sheriff Harry Eielson, repre- 
senting the Association of Public 
Officials, and Bill McKenzie, repre- 
senting the American Automobile 
Association. The event was staged 
at the Illinois Country Club in honor 
of George Drach, international presi- 
dent of the American Business Club. 


* * ~ 


A PROMINENT shoe buyer—and 
he is modest “tops” in a mid-west- 
ern college town, has this to say 
about the college-girl trade: 

“IT wish manufacturers would quit 
trying to create so many ‘hot’ num- 
bers for the college-girl trade. In- 
stead of always playing this as a 
high style market, both manufac- 
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turer and retailer should look to it 
as one of the most stable markets 
they have. For a long time the col- 
lege girl bought nothing for every- 
day wear but saddle oxfords, giving 
the retailer a safe and sane staple 
which he could carry from season to 
season and year to year without a 
loss, with no need of sales, and no 
need of markdowns. The college girl 
has swerved somewhat to moccasins, 
in place of saddles, but she still re- 
mains a good staple market and it 
behooves both retailers and manu- 
facturers to keep her that way rather 
than constantly looking upon her as 
a high style market. The average 
co-ed is a market for four distinct 
types of shoes—a saddle or mocca- 
sin for campus and every-day wear ; 
a spectator for sports and slightly 
dressy occasions; a good conserva- 
tive step-in for dress and a sandal 
for evening.” 


* * * 


SALES MEETINGS 


Sales meetings— who invented them? 
Well, blessed be his soul 

For making you and I a part of business 
as a whole. 

Why, there’s Bill Clark, that new shoe 
man who joined us just last year 
And lookin’ mighty prosperous, too. I 

knew he’d sure be here. 
Why, bless his old bald head, here’s Jim, 
still bubbling with pep; 
There’s selling in his eye, “go get 
*em” in his step. ; 





“WITH A FLASH" 








—Joseph V. Guilfoyle, Managing 
Director of Southern California 
Retail Hardware Association, 
says: 

“Tomorrow's forgotten man 
stopped learning yesterday." 

—Ain't it the truth! 

—1 know any number of so-called 
business men who are wobbly on 
their economic legs just because 
they “stopped iearning yester- 
day." 

day should be a “learning 
day" for the man who intends to 
keep his hat in the business ring. 

—He should learn that we are liv- 
ing in a changing world, and why; 
he should learn that we must ad- 
just ourselves and our plans to 
these great changes; must 
learn that what was harmonious 
yesterday may be out of tune 
today. 

—And there are a heap of other 
things he should learn—and put 
into practice. 

—For we are living in a strange 
world and events are not just 
passing, they're flashing by. 


ta 
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Well, if there ain’t our friend, J. L.; the 
boys all call him “pop.” 

Without his stately presence, this here 
meeting sure would flop. 

Been with us now for thirty years and all 
us younger guys 

Have “pop” to thank for sound advice; 
his common sense we prize. 

And here comes Hank, the shoe store wit, 
who keeps us all in stitches; 

His sense of humor and his smile are 
worth a barrel of riches. 

And look at our hard-working boss; his 
wrist is sore from shaking 

The hand of everybody here; it’s history 
he’s making. 

He keeps the sessions running like a 
Western Union clock 

And humbly will accept your boost or 
welcome you to knock. 

Yes, sir, I’m really proud to be a member 
of the gang, 


For collectively we prosper, while singly 
we may hang. 
And sales meets make me realize that it 
takes more than one 
To keep our company up front and really 
get things done. 
—Emil J. Blacky. 


ORCHIDS from Ohio! O. C. James 
of Miller-Jones Company, Medina, 
Ohio, writes: 

“T’d like to pass the word along 
to you as to my opinion of the Boot 
AND SHOE Recorver. To me it is of 
great help in making my plans for 
‘What to Buy,’ and making window 
displays as well as a great deal of 
general information. I read the Boot 
AND SHOE RECORDER from cover to 
cover. It reads ‘easy’ and there are 
are always some things between the 





covers that I can put into practice. 
It never grows stale to read. I 
keep it at home for company to look 
at and I notice they always pick the 
RECORDER up first.” 


* . * 


INDUSTRIAL mobilization, as it 
affects the shoe industry, is a sub- 
ject of paramount importance. 
Every man in the shoe industry, 
who wants to know more about 
what’s going to happen to industry 
and to his business, in particular, 
should read: “AMERICAN INDUS- 
TRY IN THE WAR” by Bernard- 
M. Baruch. 

In a book of some 500 pages, 
you'll get Mr. Baruch’s experience 
as Director of the War Industries 
Board of the First World War, as 
well as his suggested policies for 
the economic conduct of this emer- 
gency. Inasmuch as the book is 
used as a reference book by author- 
ities in Washington, it may explain 
what “can happen here.” 

General Hugh S. Johnson, in his 
introduction to the book, says: “Ap- 
parently reluctantly, but none the 
less certainly, step by fumbling step, 
the new planless pattern is gradual- 
ly being brought back and draped 
on the proved pegs of the old. It is 
being brought back by the clutch of 


circumstance and the pressure of 
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necessity. It will eventually be 
adopted piece by piece because it is 
right and is the only method ever 
developed anywhere that worked so 
well. The astonishing thing is that 
all this precious time should have 
been lost. The encouraging thing is 
that there may yet be time and that 


all this experience will not be wasted 
forever.” 

So, if there is a plan, you should 
know something about it! “Amer- 
ican Industry in the War” is pub- 
lished by Prentice Hall, Inc., 70 
Fifth Avenue, New York City, and 
the price is $5.00. 

* * ” 


J. K. GALBRAITH, assistant ad- 
ministrator in charge of Price Di- 
vision, says: 

“Inflation does not occur during 
depression and during the depres- 
sion years, despite all the talk about 
it, we were never in any serious dan- 
ger. Inflation has always driven in 
tandem with war. We have emerged 
from the long depression years to 
the long years of war. The tandem 
hitch of inflation and war are again 
driving over the world. 

“There is nothing mysterious 
about inflation of prices. No one is 
doing a useful service who attempts 
to surround it with mystery. Infla- 
tion consists only of rising prices— 
the kind of price advance which cov- 
ers all prices; which includes not 
only the things you sell but the 
things you buy. Inflation means 
higher prices for wheat, cotton and 
livestock. It means higher prices 
for machinery, fertilizer, shoes and 
overalls. It means that the demand 
of the Government for tanks, guns, 
and equipment for an army together 
with the demand of a vast army of 
people who have found new jobs has 
started to outrun the supply of 
goods. It means that scalper and 
speculator are at work turning 
scarcities to their own advantage . . . 
and, by corralling supplies of goods 
for higher prices, creating a greater 
scarcity all the while. It means that 
we are on the economic squirrel 

~wheel where each of us is getting a 
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little more for what he sells but is 
finding that it is costing him a little 
more for what he has to buy. 

“That is all inflation is; that is the 
situation which we are face to face 
today. 

“Between 1915 and 1918 prices 
in the United States approximately 
doubled. That means more when I 
say that a pair of shoes which cost 
$2.10 in 1915 cost $4.00 in 1918. 
Overalls which cost $0.75 in 1915 
cost $1.57 in 1918. 

“Most of us, I think, resented 
having to pay $4.00 for a pair of 
shoes we once bought for $2.00. 
But, in all seriousness, these are not 
the dangerous price increases. The 
real danger for agriculture was in 
the price of cotton, and wheat, and 
cattle. These prices were the anaes- 
thetic which kept farmers and farm 
leaders asleep— which kept them 
from fighting their way off the road 
to disaster.” 





ALL is not gold that glitters, for 
even if they are shoveling it out of 
the Treasury Department, mighty 
little of it trickles down to the shoe 
store in golden Washington. We, in 
the shoe business, have a habit of 
putting two and two together and 


making seven. So we are brought 
bavk to earth by Herbert J. Rich, 
Jr., of B. Rich’s Sons, Washington, 
D. C., who says: 

“We are very much afraid that 
you are giving the retailers of the 
United States the impression that 
there is a literal gold mine in Wash- 
ington with all the government 
activity. From all reports that I see, 
I do not believe that Washington is 
enjoying any more, if as much, busi- 
ness activity as some of the large 


centers.” 
* - = 


THE merchant who has an OWN- 
ER-OPERATED store, with trade 
name hook-ups, is in a stronger po- 
sition today than he has been—that 
is, providing he has been discount- 
ing his bills and living a straight 
life. He is going to be taken care of 
with shoes, somehow. The reason is 
obvious! The “trade-name” will 
have to establish the public price on 
a national scale. Once established, 
it will have to run for a season be- 
cause all the machinery of promo- 
tion, advertising and customer con- 
tact has to be set in motion so that 
these shoes, moving from the fac- 
tory, turn over quickly in the store 
and walk across the fitting stool in 
economic, efficient streamline. So 
the merchant’s major problem is 
solved, in a way, by other men on 
whom he is dependent—not only for 
merchandise but counsel and price 
decisions. 
































“Lady, you ought to know better than to lie about your foot size when you buy boots.” 
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The Editor’s 


Outlook 
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Not Needed—_NOW ? 


A SALESMAN was fired the other day because the 
plant was “full.” He had been with the house some 
length of time and had brought in a fair amount of 
business during those hard depression years. He had 
pounded pavements to do it. Along comes an unex- 
pected whirlwind of orders and the manufacturer says 
to himself: “Happy days are here again. What do I 
need a salesman in this Seller’s Market for?” So the 
salesman was tossed out on his ear. 

Maybe that’s the way things are done in a thoughtless 
world. The workman at the machine in the factory has 
come to expect that sort of treatment. He works by the 
piece. Through the year, when there is shoe-making, 
he gets money; when there isn’t, he doesn’t. The ma- 
chine, on the other hand, does its day’s work and gets 
oiled and repaired over the week-end; and if there is 
a long lay-off, it still gets taken care of. 

Traveling salesmen and workmen, unfortunately, 
have to eat 365 days in the year; must be clothed, 
sheltered and repaired so that they can be fit to work 
when there is work. 

Many a clerk in the retail shoe store has been laid 
off during the mid-Summer weeks because there is 
nothing much for him to do. When there is a flow of 
customers, he can again get into the money stream. 

It’s all very complicated with the muddied thinking 
that “no man is his brother’s keeper.” 

What a strange thing it is that men cannot find em- 
ployment when there is so much work to be done. They 
may not have the specialized human skill needed for 
the particular defense job. But there is a lot of dis- 
organization of work in a land where billions are being 
spent for the instruments of waste and hate. 

Now, let’s get back to that loyal shoe salesman who 
made very little income during the bitter years past 
and who now finds himself separated from all income 
because there is a feast and a plenty. His skills, too, 
are specialized . . . the skills of salesmanship not needed 
in a “seller’s market.” He has no reserves because he 
thought he was building trade-capital for himself and 
his concern. 
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CHORUS GIRLS APPROVE 
NEW HOSIERY STYLES 


Picture on opposite page— 
Story on page 44 


Press Association, Inc., photo 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


At this point we will have to leave him to his troubled 
misery, to find an employer somewhere . . . because it’s 
the strangest thing in this great land of ours . . . it’s 
almost impossible to employ yourself. 

About the employer—what of him? He didn’t do it 
with malice. He did it because it was business. My, 
how many things are done under the guise of “good 
business.” He reasoned with himself that he had to 
keep wholesale prices down so that retail prices wouldn’t 
get out of line. If he could save 5 per cent, he could 
pay more for materials and hold his fixed price a little 
bit longer. He lived with today’s problems so closely 
that he could see nothing beyond the shadow of that 
magic price of retail, which must not be altered. Goods 
and wages might cost him more, but it was “good busi- 
ness” to soften the bite, put off the inevitable and run 
the mill close to the cost line. What’s a salesman any- 
way—but a price is a PRICE. 

We are not here to judge him nor to censor him 
because, after all, he is a “business-man” using “busi- 
ness-judgment” and achieving a “business-solution” to 
his problem. But his nose is too close to the buzz saw 
and his eyé toolow to see that there is a TOMORROW. 

Another concern, thinking in terms of TOMORROW, 
hired a very capable man, at a large salary. “His job 
was to develop better selling methods, work out mar- 
keting problems, design new packages with greater ap- 
peal—do everything possible so that when Old Man 
Mars suddenly calls it a day, this company will be 
ready to take up the slack.” “Plan for tomorrow.” 

Salesmanship may be needed long before “Old Man 
Mars” quits; in fact, the way we've seen inventory 
piling up, it’s going to be needed in a lot of shoe stores 
pretty soon. Shoes don’t move themselves and the public 
still has a chance for a choice between “this” and 
“that.” A lot of this frenzied buying has been not 
because of actual or potential shortages but because of 
greed. When you can get shoes at old prices, and you 
gamble that inflation is coming, you’re beginning to 
think of sweet profit money. But when things get sour— 
oh boy, are they going to need salesmen! 
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CAREER MAN 
In SHOG RETAILING... 


Ep’s landlady, Mrs. Green, peered over her glasses. 
“I declare I don’t know where prices are going to. But- 
ter went up another two cents again today.” : 

“Leon Henderson’s trying to keep prices down by 
establishing price ceilings,” Ed pointed out. “And 
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EPISODE Vii: ‘ 
INTERPRETING THE NEWS 


although it’s selfish, I keep wondering what shoes are 
going to be this Fall.” 

Mr. Green cut another piece of pie for himself. “I 
remember the last war,” he said placidly. “People got 
all steamed up over where prices would go to and bought 
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Contradictory Market News, Reports of Rising Prices and the Govern- 
ment’s Efforts to Hold Them Down Leave Ed FreemdilConfused and 


Bewildered. Jack Perkins Shrewdly Advises Him to Price for a Profit That 
Will Make Sure of Paying Rent and Taxes. 


by THOMAS N. YOUNG 


themselves enough to last a couple of years. The govern- 
ment tried to keep prices down then, too. But they 
couldn’t change human nature. People remind me of 
squirrels. They like to hoard.” 

The newest addition to the Green household was a 
stocky laborer from Central Europe. Nearly half the 
town had taken in a worker to board until the new fac- 
tory was completed. Mytown had always been some- 
what inclined to dislike foreigners on general principles. 
Caring for these refugee workers, the townspeople had 
found to their surprise that they liked them. The men 
were clean, thrifty and dogged in their determination to 
make good in America. Jim, so named by Mr. Green 
who refused to try and pronounce his name, followed 
conversation with a fanatical earnestness. He had his 
first papers, but he felt he had much to learn before he 
would be a good citizen. “It is good to buy,” Jim said 
carefully. “Then when you can’t buy, you have. But 
buy good. Cheap things no wear long.” 

And Jim told them how households in Europe were 
existing now because good quality had been the rule 
of purchase in so many homes. 

Ed wondered whether war wouldn’t again turn the 
consumer thought toward quality—tweeds which would 
wear ten years, splendid leathers which could be oiled 
and polished for years to come. He decided to get hold 
of young Raney the first thing in the morning and work 
out a series of posters showing sound shoe construction, 
building up the appeal of a really fine leather. They 
could do an interesting campaign around American 
handicrafts, he’d read where tweeds were hand-woven in 
Maryland, Maine, Vermont and North Carolina—prob- 
ably lots of other places, too. He knew the recognized 
quality of American leathers and the reputation of 
American shoes. A sample of a tweed could be placed 
on each poster—the various points of sound shoe con- 
struction could be illustrated in a series leading up to 
the main poster. And a good shoe—just one—would 
be the illustration of sound construction, plus good 
leather. What a swell promotion that would make! He'd 
tie it up with handbills and newspaper ads. 

Ed came back to earth with a thud as Mr. Green 
said worritdly, “It seems to me that I hear an awful lot 
of war talk lately. War lasting years, and things like 


August 16, 1941 


that. You get a mess of papers, Ed, what do they say 
about prices in relation to the war?” 

Ed tried to explain what he’d been reading lately. And 
the more he explained the more involved he got. Later 
that night he tried to think it out. The next morning he 
put it up to Jack Perkins, the old chap who, although 
technically his assistant, knew more about shoes than he 
would learn in the next 25 years, Ed acknowledged. 

“Well, Ed,” Jack said hesitantly, “you take a lot of 
papers. Trade papers and general ones. What’s worry- 
ing you about what you’re reading?” 


“THE news seems so contradictory,” Ed pointed out. 
“The New York Times says leather prices are going up; 
The Christian Science Monitor carries a story where 
leather prices are going to be stabilized. The Boot anp 
SHoe Recorper editorial says regardless of policy, its 
advice to the shoe merchant is to price for a profit.” 

“And isn’t that sensible?” Jack came back at him. 
“Price stabilizers may come and go, but the mark-on 
question remains forever, doesn’t it?” 

“You mean that a man either makes a sound mark-on, 
so he can pay his help and his taxes, or he goes out of 
business?” Ed asked. 

Will Graham, the meat man, came in just then. He 
caught a little of the conversation. “Show me the man 
who doesn’t run his business at a profit,” he said grimly, 
“and Ill show you a site marked ‘For Rent’ inside of 
six months. You been reading some of these econo- 
mists? What they need is to be practical business people 
for a month or so. I think I'll write me a piece and call 
it ‘The Profit Motive in Busiriess.’ If they keep increas- 
ing my taxes, I'll be forced to increase my mark-on but 
I do think we should all do our darndest to keep every- 
thing at our present mark-ons as long as we can. But, 
heck, I came in to buy a pair of shoes.” 

Mr. Graham had seen a pair of fine shoes advertised 
in a national magazine and he felt he just had to have 
a pair. 

“This monk-type shoe is all the rage, isn’t it?” Mr. 
Graham wanted to verify Ed’s approval of his choice. 

But Ed shrewdly found out where Mr. Graham 
wanted to wear his shoes before he okayed the order. 

[TURN TO PAGE 32, PLEASE] 
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CBS star, Joan Banks, in an attractive flower-trimmed 
green visor hat, suggests colors and silhouettes which 
should be good for Spring 1942. 


Preview 
spring Colors 


With Color Families in Ready-to- 
Wear and Shoes Now Outlined and 
the Opening of the Spring Leather 
Market Just a Month Away, It Is 
None Too Early To Do a Little Ad- 
vance Thinking on the Spring Color 
Situation. We Give You the Main 
Color Trends in Ready-to-Wear and 
Shoes for Both Women and Men. 









I. CREAM TO BROWN FAMILY 





Cream is the headline news in this color family . . . 
the important new trend slated to be volume in clothes, 
but high style in shoes. (Don’t forget, however, that 
white is still extremely big, especially in rayons and 
sharkskins.) Other light shades run from cream to tan 
and include camel, beige . . . note especially khaki and 
yellow beiges . . . and tan . . . with Army Tan especially 
noted. 


In the middle browns, there is a range from Milk 
Chocolate tones, considered especially important, to 
medium Caraway Brown, right on down to the darker 
taupe shades. 

The darkest browns are warm in tone but with more 
yellow than red in them. 


You should note that the earth shades are all greyed 
over; intense rusts are definitely on the decline. 


ll. BLUE FAMILY 

ay), 

_=- eel * se al 
Wh rrys 


There are no violet blues in Spring, 1942, ready-to- 
wear colors, although violene, as well as violet, will be 
used as an accent color. 

The blues divide naturally into three types. 1. Navy 
. . . authentic officers’ blues . . . in light and medium 
tones. 2. Greyed blues . . . Royal Air Force Blue-and 
greyed over light to dark greenish blues like the uniforms 
of the Women’s Volunteer Services. 3. Steel cold blues 
such as turquoise, sky, copen and aquamarine. There 
are two extremes in Spring blues . . . “sweet” pastel 
blues and utilitarian officer blues. 


itl. GREEN FAMILY 





Green continues to be very important for Spring 
clothes. The green family divides into four types with 
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several variations in each group. 1. Light greens. These 
greens include the light, clear jade tones and the very 
pale, greyed almond tones. 2. Medium bright greens. In 
this group emerald green is newer than Kelly. 3. Dark 
greens. These are the cypress and evergreen tones. They 
will be especially good for prints and as background 
colors. 4. Carry-over greens. These shades have the 
khaki and olive casts which have been so popular for 
the past two seasons. 


IV. OTHER COLOR FAMILIES 





Besides the Cream to Brown, the Blue and the Green 
Color Families . . . all extremely important in the Spring 
ready-to-wear picture . . . there are three other color 
families which you should have in mind in planning your 
Spring buying. 1. Reds. Two types will be sold. The 
slightly bluish red and the faded American Beauty and 
the yellow reds . . . Flag and Chinese lacquer. 2. Yel- 
lows . . . very important for combinations and all-over. 
Yellow will be used in combination with uniform blues, 
black, brown and green. Soft maize and chamois tones 
will be combined with red. The yellow family will be 
available in many variations . . . gold, chartreuse, maize 
and chamois, flower, fruit and hard mixture yellows. 
There is a slight interest in orange. 3. Violet. Here the 
_ misted over violene shade is the prevailing trend. There 
will also be some greyed mauves and some hard purples 
to combine with reds, greens and yellows. 


V. General comments on color trends in ready- 
to-wear for Spring 





Distinguishing mark of the new colors are the odd 
shades in certain woolens and rayons. These misted or 
mixed effects have been achieved by cross weaving of 
different tones. Grey plays a very minor part because 
of the popularity of creams and beiges and the natural 
greyed beiges and taupes. In sportswear colors there 
are two extremes . . . cream and pastel tones, on the 
one side, and very brilliant colors, on the other. 


August 16, 1241 





Vi. Logical shoe colors for these trends 


Tye 
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Emphasis is placed on basic colors for Spring, 1942, 
shoes. These-consist of the following shades. 1. Dark 
spice brown in a werm tone but not too red. 2. Golden 
Tobacco. 3. Bluejacket. 4. Turftan, Airway Blue and 
the saddle tones . . . all these slated for use in combina- 
tion and for antiquing and bootmaker finish. 5. Flag 
colors. Patriotism is still a dominant note in fashions. 
Flag Red will be used for sport shoes and Flag Blue 
combined with white. The Old Glory Red should con- 
tinue important in shoes because it repeats the same 
tone in fabrics and accessories. 

For limited high fashion promotion, two colors for 
casual shoes have been especially noted. These are 
chamois and a greenish gold. 


Vil. Trends in men's Spring suit colors 


In general, there are the same color trends in men’s 
as in women’s clothes. Two color families are high- 
lighted. 1. Brown Family. Here charcoal browns, neu- 
tral, cocoa and milk chocolate shades have style impor- 
tance. 2. Blue Family. Shades emphasized are greyed 
blues and bluish greys; also charcoal greys. As in the 
women’s fabrics, there are many new misted effects 
achieved by cross weaving. 


Vill. Trends in men's Spring shoe colors 


Basic colors will be in four groups. 1. Yankee Brown. 
2. American Tan. 3. Pampas Brown. This is a darker, 
more neutral shade, an excellent conservative shoe color. 
It can be used for antiquing with a redder tone to give a 
cordovan cast. 4. Several light, ruddy shades for 
antiquing. 

There is still strong interest in antiquing and boot- 
maker finishes. Antiquing will be used on the lighter, 
ruddy and saddle tones or to give an intensified, ruddy 
color to darker leathers. Bootmaker finish will be used 
on darker military and army russet shades to give the 
high polish of an officer’s shoe. 

New colors for antiquing are being developed for tan 
and grey leathers. On tan the new finish gives a green- 
olive drab cast. On grey leathers, the antiquing gives a 
bluish tone like the Royal Air Force Blue uniform. 
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PERSONALIZED eerie service 


IN fifty-three years of successful operation the Evans 
& Schwartz orthopedic shoe store has built business by 
making friends with the foot-sore. 

Through the media of radio, newspaper, lecture plat- 
form and show window this far-sighted firm has pounded 
home their slogan “We Fit The Hard To Fit.” But the 
phrase is much more than a catch line—it is a factual 
reality. 

With a small staff of carefully trained fitters and 
counselors, Evans & Schwartz give a personalized ser- 
vice to their patrons which would do credit to any pro- 
fessional man. The records include the complete case 
history of every client including data on each sale, con- 
dition of feet, type of correction, print and sometimes 
the physician’s prescription. 

Sole owner and manager of the establishment is E. G. 
Greiner, son of the late E. G. Greiner, St., a pioneer 
shoe man of nearby Delaware. He is the fifth genera- 
tion of shoe merchants and shoemakers. When he pur- 
chased the store in 1924 it was a two-man operation. 
Today six trained foot specialists are required to staff 
the store. 
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Allan V. Evans, health shoe consultant, handles much 

of the service work. A regular service car is used in 

fitting trips to hospitals. Complete equipment is car- 

ried together with an assortment of shoes makeup 
for the particular client's needs. 


‘ 


Since its founding in 1888 this business has been in 
the hands of the same family. Originally known as 
Evans & Son it later expanded to Evans & Sons. Thirty 
years ago Schwartz came into the picture and today the 
founder’s granddaughter is Mrs. Griener. 

The location at the corner of Spruce and High 
Streets, near the center of the business district, was a 
fire engine house prior to its transformation into a shoe 
store in 1888. Thirty years ago it was a top location 
but today with the retail area moving southward it is 
not more than a 25 per cent spot. 

However, intelligent merchandising and the develop- 
ment of a loyal, satisfied clientele have more than offset 
the decline of the neighborhood and business has been 
increased many fold. 

Evans & Schwartz have concentrated on Wilbur Coon 
shoes for a quarter of a century and also retail a full 
line of Kuhnert and Red Goose children’s items. Mr. 
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BUILDS UNUSUAL BUSINESS ... 


“We Fit the Hard-to-Fit" Is a Fact, Not Merely a Slogan, at Evans- 
Schwartz Store in Columbus, and the Business in the Hands of 
the Same Family Since 1888, Has Steadily Grown and Prospered. 


Greiner has vividly demonstrated his conviction that 
success is gained by featuring one good line and sticking 
right to it. 

The store has built a wide reputation throughout 
Central Ohio as a family shoe shop. The “We Fit The 
Hard To Fit” slogan was adopted twenty years ago and 


Above: A popular section of the Evans & 

Schwartz store is the Kiddie Korner where 

children and parents learn the importance 

of correct fitting to the growing infant foot. 

The toyland design is chariged at regular 
periods. 


Right: Attractive show-windows front on the 
town’s busiest traffic artery. Well-lighted at 
night, they attract many new customers to 
the store. Notice the kiddies window at left 
decorated to attract the younger prospects. 
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the entire merchandising policy has been built around 
this theme. Price is no object in this program. Cor- 
rect fit and personalized service are the keynote. No 
credit is ever offered with every transaction strictly cash. 
A wide range of sizes is of major importance to the 
[TURN TO PAGE 3], PLEASE] 











FAR from taking it lying down . . . this sudden stop- 
ping of their silk ‘supply . . . hosiery manufacturers 
are finding in it a new stimulus and challenge to their 
resourcefulness in styling, manufacturing and promot- 
ing cotton, lisle and rayon hose. There is nothing nega- 
tive in their point of view. They are not going to ask 
Mrs. and Miss Consumer to be satisfied with substitutes. 
They are not going to present their new threads and 
constructions and colors as second bests. Instead, they 
are going to make women so interested in the new 
things, that the mad-rush shoppers of the past week will 
find that their hoarded silks look deader than even the 
proverbial dodo. 

First aggressive weapon in the new warfare the 
hosiery manufacturers are about to wage is color. Here 
the first steps had already been taken in the introduc- 
tion these past seasons of bright colors for evening, 
bright colors for casual college hose and dark colors 
matched to more formal street shoes. Color can be a 
bigger story than ever now in the threads that they will 
be using. Cotton, for one, takes color beautifully. In 
spun rayon a new dull texture is being used for colored 
mesh. 

Second aggressive weapon being wielded by the ho- 
siery manufacturers concerns the new ways of combin- 
ing materials in the new hose. Instead of nylon stock- 
ings with cotton feet, they will make nylon feet on lisle 
stockings. Instead of silk stockings with cotton feet 
and tops, there will be cotton stockings with nylon or 
silk feet and tops. These and other variations are effec- 
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HOSIERY 
STYLES 


tive ways of meeting the silk shortage by creating new 
style interest in other materials. The cotton stocking 
with mesh foot and: top is another combination possi- 
bility. Elaborate clocking runs up the ankle from the 
mesh foot. Very fine lisle, you should note, is being 
kept for the more expensive stockings. 


AND all these changes in hosiery styles, what have 
they to do with your shoe business? A great deal to do 
with it. They are of vital importance to you because 
developments in hosiery styles will be bound to revolu- 
tionize shoe styles. Here’s why. . 

Item 1. Cotton stockings are not pretty with open 
shoes. 

Item 2. Colored stockings are unattractive with large 
shoe openings. 

Item 3. If colored hosiery comes in . . . in cotton or 
rayon or a limited number of silks and nylons . . . it 
will call for a new shoe style with closed front and open 
back. Note that the open back shoe looks pretty worn 
over a colored stocking because the color runs right 
up the back from heel to matching skirt. And the best 
styling will match the stocking to the costume rather 
than to the shoe. 

The above style points and possibilities you will want 
to have in mind during the next few weeks when you 
begin to study Spring shoe and leather styles. After 
talking with stylists of leading hosiery houses, we real- 
ize that there are many problems to be solved before 
these manufacturers can come out with their new styles 
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DEMAND VEW SHOE STYLES 


With Silk Practically Out of the Picture for Spring, Hosiery Manufac- 

turers Take a Positive, Constructive Stand in Establishing New Style 

Trends in Materials, Constructions, Textures and Colors. What Effect 

Will this New Hose Have on Shoe Styles? Will Spring Shoes Be Closed 
or Open and Where Will the Openings Be? 


and colors. The main problem is, of course, the thread 
supply. Once an adequate supply of rayon, cotton and 
other thread is assured, the main hurdle has been sur- 
mounted. 

The Office of Production Management and the Office 
of Price Administration and Civilian Supply at Wash- 
ington have just recently come forward with a sug- 
gestion for keeping the mills in operation during the 
next months by cutting the silk content of stockings in 
half through the use of cotton or rayon for toes, heels 
and tops. Mr. Earl Constantine, president of the Na- 
tional Association of Hosiery Manufacturers, has written 
the makers of silk hosiery to stretch their silk thread 
as far as possible, in order to cooperate with the gov- 
ernment plan. Out of the present uncertainties and 
delays, the industry feels confident that new ideas will 
be developed to keep the whole hosiery industry at work. 
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Don’t look for House passage .of the 
Administration’s price control bill before 
late September. Despite the warning of 
Leon Henderson, OPACS generalissimo, 
that the country is on the brink of in- 
flation, the House Banking and Currency 
Committee wants to think it over. It 
probably will be mid-September before 
the committee completes its study of the 
measure. 


C oMMITTEE members show skepticism 
over two big loopholes in the bill—no 
provision for wage controls; and the con- 
cession obtained by: the powerful farm 
bloc in Congress which sets a farm 
price ceiling of 110 per cent of parity. 
The wage.control provision was omitted 
for reasons of political expediency. The 
ceiling on farm prices was included for 
the same reason. Administration lieu- 
tenants are soft pedaling both. 


No group was taken more by surprise 
by the 110-per-cent-of-parity provision 
than the Retailers’ Advisory Committee. 
Last May the committee pointed out that 
the 85-per-cent-of-parity measure then 
pending would increase food costs more 


than 10 per cent. Actually, food costs 
have been upped 13 per cent. At one 
time the committee had reason to believe 
the price control bill would include four 
basic farm commodities at 100 per cent 
of parity. It now forecasts that the 110- 
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per-cent-of-parity provision will hike food 
prices another 10 per cent and more. 


THE distributive trades, now reconciled 
to the idea of price controls if reasonably 
applied to individual commodities as they 
move out of line, have made an honest 
effort to keep living costs down. Indeed, 
Mr. Henderson recognized this fact in 
his testimony before the House commit- 
tee on Aug. 5. He forecast that consumer 
prices are going up as the retail price 
level, now lagging behind the wholesale 
price level, starts to reflect higher whole- 
sale prices. This lag was shown on a 
Henderson chart entitled “The Shape of 
Things to Come,” a chart which com- 
pared the upward movement of whole- 
sale prices since the present war got 
under way. 


REPLET E in white linen suit, long cigar, 
and an impressive array of charts, Mr. 
Henderson conjured up the dread spectre 
of inflation as he attempted to sell the 
committee on the Administration’s price 
control measure and sought by implica- 
tion ‘to convince members that broader 
price fixing authority should be vested 
exclusively in Mr. Henderson. 

The OPACS administrator, whose job 
is purely the product of executive action 
and who operates without Congressional 





Simplified 
Shoe Cartons? 


Manufacturers of shoe boxes are 
bewildered over the latest jurisdic- 
tional dispute brewing in government 
defense circles. A meeting called for 
Aug. 4 by the Bureau of Standards to 
discuss a simplification program was 
suddenly postponed, when H was re- 
vealed that both OPM and OPACS 
were to take over. Harold M. Fior- 
sheim is conducting negotiations for 
OPM, and John B. Smiley for OPACS. 
After the OPM and OPACS have their 
say, the program may be broadened 
to include shipping boxes for shoes, 
and turned. over to the Bureau of 
Standards for administration. The 
Bureau's simpiified practice division 
is known to have a complete file on 
the subject. 





sanction, swaggered before the commit- 
tee from one chart to another. He was 
well flanked by several key OPACS aides, 
one of whom rushed away from the hear- 
ing to tell Oklahoma farmers that “you 
would be paying more for boots and 
shoes if we hadn’t been at work.” 

J. K. Galbraith, assistant administrator 
of OPACS’ price division, made these 
remarks as he tried to win farm support 
for the price-control bill. He, too, empha- 
sized that the hour is late. He spoke to 
an annual farm and home week in Still- 
water, Okla. 


Army parachutists don’t need special 
ankle braces and sponge rubber inner- 
soles for their leather boots after all. 
Both these auxiliary features were dis- 
carded after tests at Fort Benning, Ga.. 
showed the equipment to be “super- 
fluous.” 

The newly-designed Army boot for 
parachutists is similar to the standard 
service shoe, except for a higher cut and 
a hard toe. The boot has an additional 
rubber tap on a leather sole, as well as a 
rubber heel. Limited quantities are 
being bought for use by the 50lst and 
502nd Parachute Battalions. 


DUM heads and hatbands, boots and 
saddles, gloves and bags—all military 
“musts”—explain why the Army uses 
several million hides a year. To meet its 
heavy leather needs, the War Depart- 
ment orders cowhides, steerhides and 
horsehides; for soft leather, it specifies 
calfskins, sheepskins, lambskins, kid- 
skins, elkskins and pigskins. 


THE Commerce Department has carved 
another niche for itself in the defense 
program. It proposes to act as a self- 
appointed clearing house for information 
covering national defense and post-war 
problems now under study by collegiate 
schools of business and economics, re- 
search institutions, and by graduate 
students in American universities. 

The department is publicizing an out- 
line of more than 100 research projects 
now under way. The searchlight of 
critical analysis is being turned on gov- 
ernment control of business and other 
subjects, says the Department. That’s 
a rather big order in itself, 
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HIS epistle is dedicated te ten thousand sales managers for whom frying pans are now being heated. 

Some of these frying pans are large and some small, according to the particular anatomy of the gentlemen who are 
destined to be in them. They all have one thing in common, or will have, when the stoves get properly going. They will 
be hot enough to melt whatever fat may have been put on by sales departments in these “come and get the order” days. 

A sales manager, of course, is never without his troubles, even in a forced draft sellers market. But his troubles double 
when the relationship between his plant capacity and the demand for his product is such that he cannot get enough busi- 
ness to meet the overhead. When that condition arises, there are plenty of other competing sales managers in the same 
boat and thus is ushered in that vicious and damaging cycle of chiseling, price cutting and loss selling that is the ruination 
of business. 

Over capacity cycles have caused plenty of grief in the past but nothing like the grief that the next one will bring with 
it. For never before has there been such a forced draft multiplication both of capacity and of competitors. The entire com- 
petitive situation is being changed beyond recognition. 

Let me give a typical example. One machinery manufacturer making a non-munitions product has so expanded capacity 
as to employ directly and indirectly over ten thousand workers. This concern has four or five well organized and long- 
established competitors who have similarly expanded, making total employment of perhaps 25,000 workers on a product 
for which normal domestic demand would require not over 4000. But this is not all. For each of these concerns has taken 
on dozens of sub-contractors who are thus “learning the business.” Do you think they are going to forget what they have 
learned after the emergency? 

This same situation extends throughout all industry. It is something that has to be. We couldn’t stop it even if 
we wanted to, and we don’t want to because it is the only way to meet the requirements of the defense program. 

Nevertheless, the far-sighted sales manager will face the facts now and prepare for the future. He will polish up 
his business building and customer holding tools and practice using them now, when less wise and far-sighted executives 
are letting them rust because the present job can possibly be done without them. 

No man can keep his golf clubs in the closet for a year or so and thén go out and shoot a 70 in competition. 

And remember this: Merchant recognition of a well-established name and reputation will do more to keep you out of 
that frying pan than anything else. 


An editorial by John H. Van Deventer in THE IRON AGE. 
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John W. Rodgers, Jr., and his son, John, Ill, who aids 
his father in the management of the Gerhart Shoe Co., 
which John, Sr.. took over in 1911. 


BLOOMINGTON, ILL., HAS SEEN THREE GENERATIONS OF THE 


RODGERS FAMILY CONNECTED WITH THE RETAIL SHOE BUSINESS 


IN THAT TOWN 


THREE generations of Rodgers have been associated 
with shoes in Bloomington, Ill., over a period of more 
than 50 years. John W. Rodgers, Sr., founded the J. W. 
Rodgers Shoe Company, there, over half a century ago. 
In 1911 he acquired the Gerhart Shoe Company. Upon 
his death, the former business was turned over to one 
son and John, Jr., took over the management of the Ger- 
hart store. Both sons continue to operate the two busi- 
nesses at the present time. 

John, III, the third generation of the family, joined 
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his father in the Gerhart store three years ago and now 
cids him in the management of the business. 

Despite the many changes that have taken place during 
the years the two stores have been in business, both con- 
tinue under their original policy of quality merchandise 
and service to the customer. 

John W. Rodgers, Jr., writes: “Boot anp SHOE Re- 
CORDER has always been a most welcome and appreci- 
ated fixture in our stores and we think any store cannot 
afford to be without its timely guidance.” 
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Today’s modes, light, smart, and trim on the foot 


— flexible and comfortable as well. 


Made The Dependable Way with UNISHANK 
INSOLES, rigid heel and shank support is com- 
bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


UNISHANK 
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OTHER PEOPLE?’S 


Posture 
Its Importance to You 


Proper posture definitely improves 
your appearance . . . helps you seem 
taller, more alert. It actually makes 
you look years younger . . . gives 
you grace, poise and added vitality. 

Many physical and nervous disor- 
ders may be traced to faulty posture. 
Deep natural breathing is hampered 
. . . digestion is sluggish . . . nerves 
and muscles are apt to become 
strained . . . excessive fatigue often 
results. 

Don’t let poor posture handicap 
you physically . . . socially . . . or in 
business. 

Large sign in the window of the 
Pedicure Shoe Store, 40 West 34th 
Street, New York City. 


Back to School Promotion 


Now is the time of the year for mer- 
chants to make preparations for the 
back to school movement and to plan 
to sell shoes and more shoes. 

In the first place, it must be remem- 
bered that the back to school move- 
ment and the potential market for 
these types of shoes includes more 
than those going back to grade, high, 
preparatory school, college or univer- 
sity. The market for back to school 
promotion has expanded far beyond 
this favored group in recent years and 
includes: 

Recent graduates who are now out 
in the field of business and the profes- 
sional world but who still want to 
wear smart school styles in footwear. 
Their style preferences are still on the 
young side. 





Don't look 
Now! 


It won't 
be long... 


to serve you. 





. 3 ae ce Wats 
™ Returning Np 


Manager of 
IGHTS SHOE DEPT. ; 
I promise Styles 
j Staccato with. new 
Ideast Tempting you 
, ith beautiful lines, 
y, and believe me, happy 


MEMO 
\so™ 


! ! ae 

SNIGrITS 
I am coming 
home..back to 
KNIGHTS 

WITH a world of 

stunning NEW STYLE 

HITS FOR. FALL. 


Your old friend, 


JIM FLESHMAN 
(In person) 








Penny Postcard—S% by 344—sent out by Knights of Okmulgee, Okla- 


homa, to their 
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list, announcing the return of their former manager. 


The fashion conscious teen age 
group who pattern their wearing ap- 
parel after the college boy and girl. 

The many people who never at- 
tended a college or girls’ finishing 
school, but who adapt their footwear 
styles after those who do. 

The members of school faculties and 
students in graduate schools—the lat- 
ter being an expanding group in re- 
cent years. 

Fifth, and last, that large and grow- 
ing segment of the American public 
who never grow old—they always 
want smart and youthful styles in 


footwear. 
. * * 


There is nothing so good in business 
as the right size in the right style 
—OPISM ° 


* * 


Can You Beat This One? 


Quick thinking on the part of the 
proprietor of Lew’s Boot Shoppe, 
Redondo Beach, California, made a 
happy customer for the house. Here 
is the story: 

A customer said her husband’s 
birthday was the next day and she 
thought a pair of slippers would be 
appreciated, but she didn’t know his 
size. However, she did know that he 
wore a size 154% shirt, so could Mr. 
Lew determine the shoe size from that. 
Lew figured if he could not tell her 
the shoe size, she would buy a shirt for 
her husband’s birthday, as she was 
sure of that size. So Lew went out 
back and consulted a calendar and 
came back with the information that 
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EDEAS 


by JOHN F. W. ANDERSON 





BEST §8°6 A 
-OF THE WEEK. 


ONLY SATISFIED CUSTOMERS RETURN 
(Lewis Bros. Shoe Store, Joliet, Illinois) 


O. P. Ideator—“It seems to me that you spend quite 
a long time talking with each of your customers before 
you even fit them with a pair of shoes.” 


Mr. Joseph Lewis—“Your observation is correct. It 
is a basic part of our policy. We believe in guiding 
our customers’ footwear purchases so that each will 
select the shoe that will prove the most satisfactory in 
the long run rather than the one which might happen 
to strike the fancy at the moment.” 


O. P. Ideator—“I gather from your conversation with 
that customer that you are most conscientious in stress- 
ing the shoe for the occasion.” 


Mr. Lewis—“Indeed we are. In fact when a cus- 
tomer comes in and asks for a particular type of shoe, 
we always try to first find out for just what purpose she 
intends to wear it. We try to find whether it is to be 
worn for dress, semi-dress or sports wear. Then we fit 
the customer with a shoe in that group and always 
point out that the shoe is especially adapted for that 
specific purpose. We explain that a dressy shoe cannot 
be worn for utility wear, nor can a utility shoe be made 


O. P. Ideator—“It seems to me that that takes a lot 
of time and patience.” 


Mr. Lewis—“If you call good service patience, yes. 
But if we let a customer walk out of the store with a 
pair of shoes that we know is going to prove unsatisfac- 
tory, that she will find doesn’t really serve her purpose, 
we will be the losers in the long run. If we sell her a 
shoe which conforms to her needs in every way and 
which is also comfortable and a pleasure to wear, we 
rest assured that she'll return.” 


O. P. Ideator—“It’s a pleasure to find a shoe mer- 
chant who is more interested in completely satisfying 
the customer than in just the immediate sale. It 
should bring you increased sales in the long run.” 


Mr. Lewis—“It does. When we point out that the 
utility shoe that the customer wanted won't serve as a 
dress shoe or that a dressy shoe won't be comfortable 
for utility wear, we invariably open the doors for addi- 
tional sales.” 


O. P. Ideator—“And that means profits in any busi- 


to serve for dress occasions.” 





ness. Many thanks Mr. Lewis.” 








the chart said her husband would 
need a size 84 slipper. 

The next day, back came the cus- 
tomer all smiles, with the information 
that the chart was absolutely right, 
as the slippers were a perfect fit. 

* _ _ 


Price Line Record 


We've frequently mentioned in these 
pages different systems for keeping 
track of sales by styles, models, sizes, 
heel heights, etc. 

Some retailers also keep special 
monthly and yearly records of sales 
by price lines. They show movement 
of shoes by price lines and compari- 
son with previous years. Purpose? So 
that you can spot the trend in your 
community and particular business 
and adjust your future buying ac- 
cordingly. 

* _ * 
Children’s Blocks 

One of the better New York chil- 
dren’s departments patterns almost 
all of its displays around children’s 
nursery blocks. In fact, blocks are 
used all over the department in many 
sizes from two foot square down to 
one inch square. The largest ones are 
used in the window displays and the 
smallest are given to children to keep 
them occupied while being fitted. 
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In between sizes are used as display 
props in various displays around the 
department. Some are painted with 
alphabet letters and nursery figures 
to lend a gay and cheerful atmos- 
phere, others are painted to blend in 
with the walls or a particular decora- 
tive scheme. The manager reports 
that it takes but a minute or two 
to spray a new color on a set of 
window blocks and some blocks have 
twenty or thirty coats on them. In a 
month or two, the manager reports 
that he is going to carry this block 
motif one step further and have fit- 
ting stools made that look like 


nursery blocks. 


Good-Will vs. Collections 


Shoe stores have to keep a careful 
check on all business on the books 
and use every effort to see that cus- 
temer’s charges do not become too 
large or too long overdue. But on the 
other hand there is always the danger 
that if they do not use tact in collect- 
ing they will loose goodwill and cus- 
tomers. For this reason we like the 
policy of a large utility company: 

1—Collection letters are not sent 
out until bills are two months in ar- 
rears. 

2—Occasional delinquents are care- 


fully separated from habitual delin- 
quents. The former are treated with 
kid gloves—the latter with prompt 
and firm action. 

3—Collection letters are made per- 
sonal rather than run of the mill. 

4—tThe first letter is followed up 
by a telephone call and a written rec- 
o-:d is kept of the customer’s reaction 
in order to analyze, age and group 
delinquent accounts as well as to 
guard against errors in seeking col- 
lections by ’phone. 


= > a 


Does Your Store “Invite” 
Customers In? 


We have often mentioned that one of 
the most likely places for a customer to 
notice a display is just inside the en- 
trance and across the center of the 
store, such as at the front end of a cen- 
ter line of chairs. We still think this 
is true, but beware of one thing: Don’t 
make this display too large. The win- 
dows of your store, the entranceway, 
the interior are designed to do every- 
thing possible to “invite” customers in 
off the street. If a display is big and 
completely blocks the customer's vision 
from the street, it has a psychological 
effect of “scaring” customers away. 
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Chapter XI in a series of arti- 
cles by Mr. Morgan on Modern 
Shoe Salesmanship 





Practical Pointers on 


How TO 


Shoe fitting is a semi-professional business. To be 
a professional shoe fitter one must be versed in practo- 
pedics. He must be competent, first, to judge what causes 
any form of foot discomfort; second, he must know 
how to fit all types of feet with the proper lasts to cor- 
rect that discomfort under all conditions. He must be a 
diagnostician (all arguments to the contrary). 

Even if his patient be sent to him with a medico’s pre- 
scription, the shoe fitter still must understand the nature 
of the case. While we award to the medical profession 
all the honors of their calling they would be practically 
as much at a loss with a size stick in their hands as a 
shoe fitter would be with a forceps in an appendectomy. 

Now the shoe fitter might send a patient to a medico 
for a tonsilectomy but far be it from him to tell the 
doctor how to perform it. By the same token the shoe 
fitter must use the knowledge he has gained from years 
of experience and study to choose the last, width, 
length, and type of shoe that will eliminate the cause of 
the adverse foot condition in question. 

Of course, to tell a woman that her foot condition is 
what causes her teeth to chatter on a chilly day would 
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SELL 


SHOES 


by PATRICK A. MORGAN 


be the height of something or other, but that is not the 
kind of diagnosing we do, we are foot and leg diagnos- 
ticians. 

We cannot. be professional shoe fitters without knew- 
ing the bones of the foot and their functions; the co- 
ordination with leg muscles and the effects of heel 
heights and where support or freedom of action is 
needed for those bones and muscles to perform their 
functions freely and comfortably. 

Shoe fitting today requires the patience of a Job and 
the wisdom of a Socrates. Women, especially, demand 
high style, comfort, service, beauty and perfection all 
in one shoe. They wander from store to store trying to 
find this one perfect misconception of the shoe crafts- 
men’s art. Even when they do finally settle down to the 
acceptance of one shoe, they still are not completely at 
ease with their purchase and exchanges, and refunds are 
rampant as never before. 

To combat this modern trend it is vitally necessary 
that the shoe industry work as a group, following a pre- 
conceived plan of action. No one store or single sales 

[TURN TO PAGE 41, PLEASE] 


Boot and Shoe Recorder 





Personalized Fitting Service 
Builds Unusual Business 


[CONTINUED FROM PAGE 21] 


correct selection for each customer and 
Evans & Schwartz covers the spread. 
Stocks run 4 to 12 in women’s and 5% 
to 14 in men’s. Widths vary all the way 
from AAAAA to EEEE, the former 
being in women’s and the latter in 
men’s. 

The 6 to 11 range is carried in AAAA 
while the 4 to 10 grouping runs to C. 
A good selection of men’s 13’s and 14’s 
are carried. From surveys the store 
has found that 7%A anad 8A are the 
largest women’s sellers. 


Women from 35 years upward usu- 
ally don’t want to change lasts accord- 
ing to Evans & Schwartz experience. 
They may want a variation in style to 
blue or gabardine but they do not want 
to change the basic last. The hard-to- 
fit woman has found that she can’t get 
fit and style both and is usually satis- 
fied with the maximum comfort factor 
in itself. 

You won’t find enough odds and ends 
around the store to fill even a bushel 
basket. This unusual situation is the 
happy result of Greiner’s determina- 
tion to stay with the same line. He 
believes that the dealer should select 
one good company and stick to them. 
Although the firm may change their 
stitching they retain the same lasts. 
This program eliminates the major loss 
item of left-overs from the overlapping 
of styles and prices in competing lines. 

Before making a service call the fit- 
ter finds the age and approximate size. 
A dozen or more pairs of shoes are 
taken along on a new case to elimiriate 
an extra trip. If the call is from an 
eld client then the store records indi- 
cate just what type of shoe is required. 

A special service car is maintained 
with the firm name and slogan in gilt 
lettering on the side. Three items of 
equipment are carried on such calls: 
Brannock foot measurer, Pedograph and 
measuring tape. 

Selection and training of the per- 
sonnel is all important to the orthopedic 
shop like Evans & Schwartz. Three of 
the staff are veteran fitting experts 
with experience ranging from a score 
of years to a quarter century. Some 
members of the staff, usually Educa- 
tional Director Harry C. Graham, at- 
tends the various national schools and 
trade sessions. The firm’s own school 
sessions, which are held once a month, 
are conducted along the discussion line 
with the staff members themselves talk- 
ing over current developments. 

Greiner attributes the effectiveness 
of his staff to three major elements of 
learning: (1) knowledge of feet, (2) 
knowledge of the firm’s merchandise, 
(3) knowledge of how to apply specific 
lasts to different foot conditions. The 
shoe, no matter how good, is lost un- 
less the fitter knows how to apply it. 


August 16, 1941 


and Prices 








Send for Catalog 


SHOE COMPANY, 930 N. MARSHFIELD AVENUE, CHICAGO 
Mekert of the famous REST-RITE slippers 


Graham, who is the firm’s educational 
director, carries the message of foot 
comfort with lectures and radio talks. 
Known as the Evans & Schwartz Foot 
Comfort Councilor, he speaks primarily 
before Parent-Teacher groups through- 
out Central Ohio. Audiences range 
from 15 to as many as 400. 

A highlight of the lectures is the in- 
troduction of items from the store’s fine 
collection of antique shoes, some of 
which date back a hundred years. In- 
teresting sidelights on life during the 
periods and clever humor enliven the 
talks. 

Three times each week, 156 times a 
year, Harry Graham gives a five-minute 
talk on the air. Now in its fifth year 
this “Foot Comfort Councilor” pro- 
gram represents a budget item of $10,- 
000. The program is broadcast at 5:00 
p. m. to get a maximum listening audi- 
ence of men, women and children. 

No real results were shown for the 
first year of radio, a fact which dis- 
courages many retailers who use spotty 
schedules on and off but still expect 
returns. The sales potential of the 
programs began to make itself felt 
during the second year and by the third 
had firmly established itself as a major 
sales producer. 

The scripts are written by Graham, 
although Greiner himself collaborated 
on the early output. Fifteen years as 
a specialist in comfortable and health- 
ful fitting have given Graham an un- 


usually fine background in foot knowl- 
edge. Case histories give the large por- 
tion of the material for the scripts. 
An annual Spring feature at Evans 
& Schwartz is the Free Shoe Fitting 
Clinic conducted over a five-day perio. 


late in May. The clinic is an evening 
affair running until 9 o’clock. It is 
heralded by darge newspaper space and 
attracts upwards of 50 serious custom- 
ers in an evening. During the five day 
run some 150 new clients are added to 
the store’s boosters. 

The window displays utilize two large 
show windows fronting on the town’s 
main traffic artery. These are carefully 
planned in advance with trial layouts 
and revisions. The “corrective store” 
idea predominates the displays as well 
as the advertising. Little fancy dress- 
ing is used. Instead blowups of charts 
and illustrations are used frequently 
including much original material pre- 
pared by the staff. 

An item which attracts the passing 
motorist, who has only a quick glance to 
spare, is the large silhouette drawings 
of feet. These visualize the ideas, when 
used with a large, readable showcard, 
implant budding ideas in the observer’s 
mind that often bring him back in 
search of foot comfort. 

Fitting the hard to fit may sound like 
a really big order but Evans & Schwartz 
have shown that it can be done intelli- 
gently and successfully with a half cen- 
tury of living proof. 
















Sins foxes an Ok EN AP Lined 


Flexnap is the scientifically processed, one piece lining that gives 
extra protection against perspiration rot and discomfort and extra 
support and wearing qualities to “Keep Young Feet Young.” 


Simplex Flexies give dealers new and convincing sales argu- 


ments with Flexnap lining. 


Why don’t you get the whole story on Flexnap by writing 
for samples and full information to 


LIBBEY COMPANY 


W. 


STON 
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Simplex Shoe M Co. of 
Milwaukee knows the answer. 
These shoes were worn by 
the same active child for six 
weeks. 

The limp and lifeless shoe is 
lined with ordinary lining. 
The upstanding, yes tenet, 
support giv shoe is li 
with FLEXNAP. 

Simplex says: “Our shoes 
must sell on quality and per- 
formance.” 












Career Man in Shoe Retailing 


[CONTINUED FROM PAGE 17] 


Even if ordered in a pattern according 
to the latest mode, Ed knew that cus- 
tom had to be suited in Mytown before 
style. Finding Mr. Graham wanted 
them for dress, Ed was satisfied. 

“If Mrs. Graham or your daughter 
would like a pair to match yours, I'll 
be delighted to order them for you,” Ed 
told him.: “The new leathers which take 
a polish are going to be very good this 
Fall.” 

After Mr. Graham had gone, Jack 
looked after him and nodded. “I think 
you’ve got an idea there you could 
follow up, Ed. Match the family shoes; 
it would make a good promotion.” 

Ed made a note of it. Young Raney 
had told him that morning to save his 
ideas until he had a series of six or so. 
Advertising was like anything else. 
Raney had told him never to preach, 
but always to introduce what he wanted 
to emphasize in an amusing way. “Gets 
lots more attention,” Raney had pointed 
out, showing him examples of good and 
bad methods in nationally advertised 
products. 

“Why do advertising agencies put out 
and magazines run bad ads?” Ed had 
asked. 

Young Jim Raney had laughed. “The 
day may come, Utopia-like, when an 
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agency and a magazine can talk back to 
a client. Generally the client just walks 
out on them if he’s told something dis- 
agreeable. But you’re right, a lot of ads 
are a waste of money—too much copy, 
too little white space, and the president 
of the company telling the story of the 
factory since the year one. Some day, 
maybe, magazines will refuse to run an 
ad like that and agencies will have 
clauses in their contracts so they can 
are the kind of ad they think will 
pu ” 

Ed remembered that when a sales- 
man, after showing him a line of Fall 
suede pumps, also showed him the news- 
paper and magazine campaign his fac- 
tory was putting out. The copy talked 
so much about the factory history that 
it gave little attention to the current 
line. Their agency needed to talk turkey 
to them, Ed thought, applying Jim 
Raney’s lecture. 

“Blue is going to be very big this 
Fall,” the salesman was enthusiastic. 
“And brown is going to back every- 
thing else off the map.” He hauled out 
clippings to back up his statements. 

Ed noted that blue was expected to 
be a much bigger Fall color than it had 
been in many years. Brown, said many 
clippings, would sweep the country. 





“What about black?” Ed was taken 
aback. “Black suede pumps are always 
the leader.” 

“Brown will be 60 to 80 per cent,” the 
sales said largely. “And blue wil! 
be 40 per cent, anyway!” 

“You’re already up to 120 per cent,” 
Jack observed drily. “That leaves no 
black sales at all.” 

“Maybe 5 per cent blacks,” the sales- 
man back-tracked. 

Ed, however, was expecting Mr. 
Jenkins, Simpson Company’s _ stout, 
easy-going salesman. So he shook his 
head. But before Mr. Jenkins arrived 
just before closing time, three other 
salesmen had stopped in. Each showed 
clippings to back up extravagant claims. 
Boots were going to be “the thing.” 
Polished leathers would eliminate suede 
sales. Buy now; prices were going up; 
quality was being lowered, but their 
firm knew how to steal a little from the 
quality without the consumer ever know- 
ing it. By the end of the afternoon Ed 
felt he was in a state of utter confusion. 

Mr. Jenkins’ calm way of presenting 
the new items in the Simpson Company’s 
line was a welcome relief. Ed told him 
of all the conflicting clippings and thé 
hodge-podge of what he’d been reading 
himself. “Newspaperitis,” Mr. Jenkins 
diagnosed it succinctly. “You’ve got to 
read and then interpret what you read 
in terms of Mytown. Jack, here, can 
tell you that year in and year out My- 
town buys pretty much the same thing.” 

Jack nodded. “We’re not much for 
style.” 

“It isn’t that exactly,” Mr. Jenkins 
said slowly, “it is a question of occupa- 
tional requirements. Our records show, 
as I told you, that ten pair of comfort 
shoes are sold a week, to make 20 per 
cent of your total sales at 16/8 heel 
height. You'll find that the various 
types of shoes you sell—oxfords, pumps, 
stepins—in the long run tend to main- 
tain the same propostions. Seventy per 
cent of your sales are in black, 25 in 
brown and 5 in blue.” 

“Then sight unseen you could send 
me what we can sell here and I’d never 
have to worry over trade propheties?” 
Ed lost his temper a bit. 

“Your proportions always hold true 
and the consumption in color and leather 
are always the same in your community, 
yes,” Mr. Jenkins said firmly. “But 
you can’t read too much to see what’s 
coming in the way of price control by 
government, rising hide prices which 
will affect leather later, and so on. But 
relate to your own community the in- 
formation you gather. Run your busi- 
ness for Mytown. This is where you 
live, not Chicago, Los Angeles or New 
York. But give Mytown the advantage 
of what you read. Although their re- 
quirements remain pretty much the 
same from year’s end to year’s end, give 
them the advantage of the best style 
knowledge you can.” 

“IT get you, Mr. Jenkins,” Ed said 
gratefully. “Selective reading is what 
you mean. Select what applies to My- 
town. And apply what I read. That’s a 
large order but I’ll do my best.” 
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* NATIONAL NEWS ° 


Applications for 1942 National Shoe Fair 





Conditions of Participation for Room Assignments at Chicago 
Show, January 5-8, Sent to Prospective Exhibitors 


CuHiIcaGo—Applications and “Condi- 
tions of Participation” for room as- 
signments at the 1942 National Shoe 
Fair, jointly sponsored by the National 
Shoe Retailers Association and the Na- 
tional Boot and Shoe Manufacturers 
Association, have been sent to manu- 
facturers, jobbers and interested firms 
of the allied industry. 

The dates of the next Fair, to be 
held in Chicago, are Jan. 5-6-7-8, 1942. 
Special attention is directed to the next 
following National Shoe Fair, after 
January, 1942, to be held in Chicago, 
Nov. 2-3-4 and 5, 1942. The application 
includes complete information regard- 
ing regulations and plans for securing 
and allocating exhibit space. 

The invitation to exhibit, extended 
by the two associations and the Na- 
tional Shoe Fair, reads as follows: 

“The 1942 National Shoe Fair will 
be an “All-Out” effort of the shoe in- 
dustry. This joint meeting follows the 
pattern of the Nation’s plea for in- 
creased efficiency, greater production of 
goods, effective and better distribution 
and a patriotic demonstration of in- 
dustrial unity. 

“Important in this emergency to the 
National Defense Program is the shoe 
industry. Important in addition to the 
wants of war, it serves the Nation with 
its footwear needs, producing a product 
reflecting a dollar value in service 
matched by few articles of wearing 
apparel. 

“The 1942 National Shoe Fair will 
bring together the industry’s leading 
producers, representing all types, many 

[TURN TO PAGE 34, PLEASE] 
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Dates to Remember 


Annual Outing Buffalo Shoe Retail- 
ers Association, Walker’s Grove, 
Williamsville, N. Y. August 20, 1941 


Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of . a 
NSR.A. Style Conference, Wal- 
dorf-Astoria Hotel, New York. 
September 15, 16, 194! 


Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
ufacturers Association, Hotel 


Coenen, Sey York. 
October 26, 27, 28, 29, 1941 


Shoe Manufacturers’ Spring Open- 
ing, Hotel New Yorker, New 
York. November 3, 4, 5, 6, 194! 


Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston 


. Mass. 
December 1, 2, 3, 4, 194! 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 


NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, III. 
January 5, 6, 7, 8, 1942 


Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 

January 11. 12, 13, 14, 1942 





SATURDAY * 
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Gray and Dempsey Appointed 
To Shoe Committee 


WASHINGTON, D. C.—Appointment of 
B. A. Gray, president of the Interna- 
tional Shoe Company, St. Louis, Mo., 
and George A. Dempsey, treasurer of 
the Farmington Shoe Manufacturing 
Company, Dover,. N. H., as employer 
representatives on the committee ap- 
pointed to recommend a new minimum 
wage for the shoe manufacturing in- 
dustry, was announced last week by 
General Philip B. Fleming, administra- 
tor of the Wage and Hour Division. 
U. S. Department of Labor. The com- 
mittee is to meet in Washington Aug 
25, 1941. 

The appointment was necessitated b) 
the resignations of two employer rep- 
resentatives, H. Edgar Jenkins, vice 
president of the International Shoe 
Company, St. Louis, and John E. Lucey, 
of the John E. Lucey Shoe Company, 
Middleboro, Mass. Mr. Jenkins was un- 
able to serve on the present committee 
due to illness. Both were members of 
the first committee for shoe manufac- 
turing and allied industries, which 
recommended the minimum wage of 35 
cents an hour now in effect. 


Joyce with Jayson Shoe Co. 


Los ANGELES, CALIF.—Harry J. Joyce 
is now representing the Jayson Shoe 
Co. of this city in the Northern Cali- 
fornia territory and will make his head- 
quarters in San Francisco. He is spe- 
cial representative for his firm for such 
lines as their own Klever-Kid, Colt 
Cromwell, Inc., and Carpenter Shoe Co 
Mr. Joyce has been shoe salesman, store 
manager and store owner in Southern 
California for over 20 years, and has 
a practical acquaintance with merchan- 
dising problems of retail merchants. 
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Army Buys More Shoes on Open Market 





Pays Premium for Quick Delivery on 103,000 Pair Order 
—Awards Announced on July 30th Bids 


Boston, Mass,— Announcement has 
been made at the local Army Base that 
of the 1,000,008 pairs of Army service 
shoes contracted for as the result of 
bids opened July 28, only 25 per cent 
are to be made with leather soles. It 
is also announced that, following the 
opening of these bids, and acting at the 
request of Washington, the Boston 
Quartermaster Depot entered the open 
market without advertising for bids 
and placed orders for an additional 
108,000 pairs of leather-soled shoes, 
sizes 9 to 12, and paid a premium of ap- 
proximately 20 cents per pair for quick 
delivery. Whereas final delivery of the 
1,000,008-pair lot need not be made 
until November 15, delivery ‘on the 
103,000-pair lot is wanted in large part 
within thirty days. 

Manufacturers who have received 
contracts covering this latter lot are: 
Hubbard Shoe Co., Rochester, N. H., 
24,000 pairs at $3.70. E. J. Givren, 
Shoe Co., 25,000 at $3.725. Interna- 
tional Shoe Co., 24,000 at 3.725. A. R. 
Hyde & Sons Co., 20,000 at $3.725. 
Moose River Shoe Co., 10,000 at $3.725. 

Manufacturers sharing in contracts 
to make the 1,000,008-pair lot are as 
follows: 

Leather soles—J. F. McElwain Co., 
36,000 at $3.85. General Shoe Corpora- 
tion, 40,000 at $3.48. Joseph M. Her- 
man Shoe Co., 30,000 at $3.49. Ansin 
Shoe Mfg. Co., 40,000 at $3.49. Endi- 
cott-Johnson Corporation, 15,000 at 
$3.51. Charles A. Eaton Co., 64,002 at 
$3.525. R. P. Hazzard Co., 25,000 at 
$3.55. 

Composition soles—Endicott-Johnson 
Corporation, 45,000 at $3.35. Interna- 
tional Shoe Co., 150,000 at $3.36. Brown 
Shoe Co., 150,000 at $3.36. Moose River 
Shoe Co., 25,000 at $3.36. Allen-Squire 
Co., 36,000 at $3.37. Shelby Shoe Co., 
35,000 at $3.38. A. R. Hyde & Sons 
Co., 25,000 at $3.40. Daly Bros. Shoe 
Co., 50,000 at $3.415. Holland-Racine 
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Shoes, Inc., 50,000 at $3.42. Leonard & 
Barrows Shoe Co., 36,000 at $3.42. 
Charles A. Eaton Co., 85,998 at $3.43. 
Craddock-Terry Shoe Corporation, 36,- 
000 at $3.43. Hubbard Shoe Co., 26,008 
at $3.45. 

It has also been announced that the 
W. L. Douglas Shoe Co. has been given 
a contract to make 37,500 pairs of out- 
size (12% to 15) leather-soled service 
shoes at a price per pair of $4.60. 

Bids on 5,000,000 pairs of brown cot- 
ton laces for service shoes, 535,000 
pairs of laces for the Army legging-top 
boots, and 25,000 of knee-length rubber 
boots are to be opened August 26. 


Applications for 1942 
National Shoe Fair 
_[CONTINUED FROM PAGE 33] 


styles, a variety of constructions, 
ranged in many price lines. 

“Attracted to this. unequalled display 
of the Nation’s lines will come buyers 
from great stores and small stores, all 
interested in America’s dominant Shoe 
Show. 

“In 1942 manufacturers .and mer- 
chants will need to KNOW ... will 
need to know many things about busi- 
ness ... business in changing America. 

“A privilege enjoyed by no other 
show, the National Shoe Fair is jointly 
sponsored by the National Shoe Re- 
tailers’ Association and the National 
Boot & Shoe Manufacturers’ Associa- 
tion. These principal associations of 
the industry, with their unchallenged 
prestige, make the National Shoe Fair 
the all-important meeting of manufac- 
turers and buyers from everywhere. 

“Come manufacturers from all mar- 
kets to display their lines to America’s 
merchants. 

“Come buyers, who recognize the Na- 
tional Shoe Fair as a practical insti- 
tution, rendering an invaluable service, 


enabling them to inspect an entire in- 
dustry’s product, at one time .. . in 
one city . . . under one roof. 

“The 1942 National Shoe Fair will 
undoubtedly prove to be the most impor- 
tant of the seven National Shoe Fairs 
previously held. The tempo of the trend 
and times will stamp it the centerpiece 
of interest for all shoemen. It will 
bring together both experience and 
thought concerning mutual problems 
. . - problems that lie ahead . . . that 
were non-existent in the period prior 
to the emergency... . 

“The Joint Committee of the Nationa! 
Shoe Retailers’ Association and the Na- 
tional Boot & Shoe Manufacturers’ As- 
sociation join in extending to you this 
invitation to exhibit at the 1942 Na- 
tional Shoe Fair, Jan. 5, 6, 7 and 8, 
1942.” 


Fashion Horizons Style 
Film Previewed 

New YorkK—Fourth in the series 
specially made for showing in depart- 
ment stores, a “Back to School” style 
film was shown to the trade at a cock- 
tail party and preview in the Chanin 
Theater of the Chanin Building, re- 
cently. Sponsored by a representative 
group of fabric and clothing houses, 
these films are distributed free to de- 
partment stores, one to a city. The pic- 
ture in color with running commentary 
describing the style highlights, was a 
Harry D. Donahue production. Manu- 
facturers contributing shoes included 
Reinhart, Inc., J. Mackey, A. Sandler 
and U. S. Rubber Co. The picture had 
been taken on several college campuses 
and showed both men’s and girls’ col- 
lege styles. 


Pryor Named Assistant 


Sales Manager 

Boston, Mass.— Vernon M. Pryor, 
salesman for the B. B. Chemical Co., 
of Cambridge, Mass., for the past seven- 
teen years, and recently in charge of 
sales of upper leather finishes for shoe 
manufacture, has been appointed as- 
sistant sales manager for the shoe fac- 
tory division of that company. 
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OFF THE RESERVATION 
Laird. 


ird-Schober's “Sabre” 
in calf with matching 


“Pyraheel” for this. 


Feuyfless WYRAMEEL™ 


ob: taal Seller Shoes 


Again, Scuffless "Pyraheel" does a job that you 
can turn into sales. This time it's the College 
Crowd--a lively market with down-to-earth ideas 

of value. For them, Du Pont features a Scuffless 
"Pyraheel" shoe wardrobe, keyed to dates on and off 
campus. **** Why don't you turn this theme to your 
profit? It costs you nothing but headwork and initia- 


tive. Here's how! Pick a wardrobe of shoes with Scuff- 
less "Pyraheel" plastic heel covering from your own 
RUSHING FEVER 


stock. Call them your "College Event Shoe Parade"... 
Give them a window...And add two words, Scuffless "Pyra- 
heel," to your display cards and sales talk. To a world 
of women who care a lot about how they look, these two words 
say all this: () RESISTANCE TO RAIN STAIN; (] TO CURBSTONE 
SCUFF ; [] TO CLOUDING from galoshes or rubbers; [() TO FADING 


from rain or snow;[_]AND TO DENTS AND GASHES from pebbly walks. 
August 16, 1941 


E.I.du Pont de Nemours & Co.(Inc.), Plastics Dept., Arlington, N.J. 


FRATERNITY DANCE 
Laird-Schober would shou 
“Aresta”™ in suede with 
pin lines of patent and 
* Pyraheel.” 
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ROBERTS-HART, INC. 
KEENE, W. H. 










ee ee et Oe ee 











Innersoles 
The feet are sold inside the shoes, 


They’re better insoled when you choose. 
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BRANDED | 
SHOE JOBS | 


St. Louis" finest makes always 
on the floor. 


JOBS .. . SAMPLES 
CANCELLATIONS 


Women's better grades 
im dress and sport footwear 


SCHNEIDER SHOE CoO. 
1404 Washington Ave., St. Louis, Mo. 

























Feature Shoes in Pictures 


SEATTLE, WasH.—Shoes within pic- 
tures or against painted backdrops give 
an art gallery touch to the main aisle 
shoe display on the first floor of the 
Bon Marche. “The Classic Grace of 
Grecian Lines” is one picture of Gre- 
cian columns against which feminine 
footwear is placed. Others are “City 
Street,” and a “Sunday Stroll”; all the 
pictures, with their shoes in the fore- 
ground, are adequately framed, and 
encased in a series of showcases for 
stopping main-aisle throngs passing the 
enlarged shoe department of this large 
department store. 
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New Hermal Officers Elected 
In Reorganization 

Boston, Mass.— Three outstanding 
shoemen now are in full charge of 
the Hermal Shoe Company of Everett, 
Mass., under the provisions of a re- 
organization plan recently made effec- 
tive. 
























IRWIN €. FINKE 


Roy Maling, newly-elected president, 
assumes control of styling and buying. 
Irwin E. Finke, treasurer, in addition 
to his financial duties, will supervise 
merchandising. David Silver, elected 
vice-president of the company, will be 
in charge of sales and sales promotion. 





DAVID SILVER 


Mr. Maling, who has been a member 
of the firm since its organization sev- 
eral years ago, is well known not only 
as a stylist, but as an inventor as well, 
best known of his many contributions 
to the shoe industry being the lami- 
nated heel now widely used on play and 
leisure footwear of the type for which 
the company has built up a wide accep- 
tance. Mr. Finke’s earlier experience 
in the shoe industry was gained with 
the Peters Shoe Company and, more 
recently, as member of the well-known 
Boston wholesale firm of Schworm & 
Finke, in both of which positions he 
built up a well-deserved reputation for 















Style 
in STOCK 


MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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taking care of customers. Mr. Silver is 
equally well known, having come to the 
Herma! Shoe Company from I. Miller 
& Sons, Inc., where he acquired a thor- 
ough knowledge of sound promotional 
methods, now to be placed at the dis- 
posal of the company’s many retail ac- 
counts. 

All financial interest in the business, 
held by former partners, has been ac- 
quired by Messrs. Maling, Finke and 
Silver. 

The company announces that its two 
well-established lines for women—the 
“Play-Eze” and “Hi-Lark”—are to be 
continued, and that new styles, now in 
process of development, will be added 
from time to time to those which have 
proven consistent profit-makers at re- 
tail for many seasons. 


Defense Aluminum 
Exhibited 

SALINA, KANn.—A point of consider- 
able interest to housewives and home- 
owners of this eastern Kansas town 
recently was a display of 500 pounds of 
pressed aluminum which the women’s 
shoe department of Stiefel’s department 
store, here, placed on view for several 
weeks. The aluminum, including pots, 
pans, radiators, ice box trays, and other 
items, was crushed into one large 
lump and placed in the center of the 
shoe department where every shopper 
had an opportunity to see it. At the 
same time, the management of the store 
invited its customers to bring in all old 
aluminum possible to add to the pile. 
The result was that the total “take” of 
aluminum was doubled in a few weeks’ 
time, and hundreds of extra people 
visited the shoe department to see the 
display for themselves. 
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Goldstein Takes Over 
Lucey Interests 

Mippiesoro, Mass.—John E. Lucey, 
well-known shoe manufacturer, has re- 
signed his position as treasurer of the 
John E. Lucey Shoe Co., and of Leon- 
ard & Barrows Shoe Co., both of this 
town, and his interests have been taken 
over by Robert Goldstein, with whom 
he has been associated in the shoe busi- 
ness for many years. In a statement 
issued by Mr. Goldstein it is empha- 
sized that the organization of both 
companies “remains intact and will 
continue on as before.” 

“We are,” says Mr. Goldstein, “very 
proud of the position we have reached 
in the men’s welt shoe industry, and 
realize the part our suppliers and dis- 
tributors have played in making this 
success possible. It is our earnest hope 
that we will continue on together as we 
have in the past, and that our relations 
will grow increasingly cordial. Finan- 
cial statements have been prepared and 
will be in the hands of the agencies 
very shortly. The financing was a 
transaction outside the business, and 
does not affect the capital structure of 
either company.” 

A number of appointments, all from 
within the organization, are also an- 
nounced. Allan MacPherson is general 
superintendent; Albert B. McIntyre, 
production manager; Michael J. Two- 
hig, comptroller; Joseph Hannigan, sole 
leather buyer; William E. McNeill, 
upper leather buyer; John P. Skahill, 
purchasing agent; Herbert W. Brown, 
sales manager, in-stock division; and 
Miss Marion Mitchell, style department. 

Although Mr. Lucey’s future plans 
have not yet been announced, it is 
known that he plans definitely to re- 
main in the shoe manufacturing in- 
dustry. 


Contributions for British 
Shoe Relief Continue 


Boston, Mass..— Contributions of 
shoes and cash donations continue to be 
received by the “Aid Britain With 
Shoes” Committee, which is sponsored 
by the New England Shoe and Leather 
Association. Cash contributions al- 
ready received total over $1,000 and 
2500 pairs of serviceable men’s and 
women’s shoes and over 4000 pairs of 
rubbers and overshoes for immediate 
shipment to England, according to an 
announcement by George A. Dempsey, 
chairman of the committee. This entire 
sum of money is now being expended 
for the purchase at below-cost prices of 
serviceable shoes for shipment to the 
British people in England through the 
British War Relief Society. 


Trovelle with California Shoes 


Los ANGELES, CALIF.—Roy G. Tro- 
velle is now .representing California 
Shoes, Ltd., in the Southern California 
sales district, it was announced by 
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Sales Manager Gus Berglund. Mr. Tro- 
velle will carry both the lines of welted 
campus shoes, as well as the play shoes 
for men and women which are made by 
California Shoes. 


Shoe Production 41 Per Cent 
Over June, 1940 


WASHINGTON, D. C.—Total produc- 
tion of boots, shoes and slippers other 
than rubber, for June, 1941, amounted 
to 39,726,391 pairs, according to a 
monthly release by the U. S. Depart- 
ment of Commerce, Bureau of the 
Census. This figure indicates a de- 
crease of 3.5 per cent from production 
in May, and an increase of 41.5 per 
cent over production in June, 1940. 

Production of shoes for the govern- 
ment, including dress-type and work- 
type, came to 1,215,121 pairs in June, 
an increase over the 1,149,062 pairs 
which were produced in May. Produc- 
tion of these shoes for the six-month 
period January through June amounted 
to 6,987,993 pairs. 
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9,721,539 pairs of men’s shoes were 
produced in June, compared with 10,- 
175,819 pairs in May and 6,907,653 
pairs in June, 1940. Total production 
of men’s shoes for the period January 
through June amounted to 57,390,561, 
an increase of 18.8 per cent over the 
48,315,757 pairs which were produced 
in the same period the preceding year. 

Production of youths’ and boys’ shoes 
in June amounted to 1,683,037 pairs, 
compared with 1,664,202 pairs pro- 
duced in May. 1,226,646 pairs were pro- 
duced in June, 1940, and 8,988,318 pairs 
in the six-month period from the be- 
ginning of the year. This was 32.8 per 
cent greater than the figure for the 
same period in 1940—6,770,029 pairs. 

Women’s shoe production in June 
amounted to 13,721,553, a decrease 
from the May figure of 15,268.472, but 
a decided increase over the 10,065,178 
pairs produced in June, 1940. The Jan- 
vary through June figure for 1941 was 
94,083,419 pairs, 18.6 per cent higher 
than the 79,337,779 pairs which were 





You, toc... 


CAN OPERATE YOUR OWN 


Dr. SCHOLL 


FOOT COMFORT SHOP 


“TOLEDO, OHIO, SHOP 
P. J. FORMAN, Owner 
Own your own business like 
successful dealer-owned Dr. 
Scholl Foot Comfort Shops 
Operating coast to coast. You 
ate backed by the vast Dr. 
Scholl organization — benefit 
by its experience — feature na- 
tionally advertised Dr. Scholl 
merchandise, service. 


Many Good Cities Available 


Take advantage of this opportunity 
to build security. Only moderate 
capital required, with liberal invest- 
ment protection. Sales, merchan- 
dising helps provided . . . inten- 
sive training given without charge. 
ACT NOW .. . address Dept. B 
for complete information. 


Write THE SCHOLL MFG. CO., inc. 


213 W. Schiller $t., Chicago 
62 W. 14th St., New York 

















produced in the corresponding period 
a year ago. 

Misses’ and children’s shoes produced 
in June amounted to 3,882,028 pairs, 
against 3,816,870 pairs produced in 
May and 3,006,684 produced in June, 
1940. The figure for the January 
through June period in 1941 was 23,- 
751,646, 16.2 per cent higher than that 
for 1940—20,435,014. 

Production of infants’ shoes was 
2,451,054 pairs in June, 1941, compared 
with 2,188,443 pairs in May, 1941, and 
1,602,137 pairs in June, 1940. There 
were 13,156,816 pairs produced in the 
six-month period in 1941, 24.4 per cent 
higher than the 10,572,110 pairs which 
were produced in the same period a 
year ago. 
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Pave the shoes with Newflex Insoles, 
Watch repeat sales swell your bankrolls. 
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Easiephit Shoes for Busy Feet 


IN STOCK 


hand turned, com- 
shoes for work or home 
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ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 18655 














Army Pays More 
For Larger Sizes 


WASHINGTON, D. C.—A slight in- 
crease in the average price paid for 
1,000,008 pairs of Army service shoes 
in a recent purchase has been attributed 
by the OPM to larger quantities of 
leather needed to make larger sizes, 
and not to any lack of stabilization of 
basic prices of materials. 

“Shoes bought in the recent purchase 
average a full size larger than pre- 
vious purchases, and manufacturing 
costs consequently were slightly 
higher,” an OPM announcement said. 
It issued the statement after receiving 
reports from the shoe and leather in- 
dustry that “basic prices of material 
have been well stabilized in the last 
few months.” 

The average price paid on the recent 
order, made on a basis of 75 per cent 
composition soles and 25 per cent 
leather soles, was approximately $3.40 
a pair. This compared with an average 
of $3.38 per pair on the last previous 
purchase, in which 50 per cent of the 
shoes had leather soles and 50 per cent 
had composition soles. 





The OPM explained that more com- 
position soles were purchased so that 
the Army could make an adequate field 
test of this type of material. 


Pauline Duff Miller Ad Head 


New York—Pauline Duff, formerly 
assistant advertising manager of Nei- 
man-Marcus, Dallas, has been ap- 
















PAULINE DUFF 


pointed director of advertising for the 
wholesale and retail divisions of I. 
Miller & Sons, according to a statement 
issued by Maurice Miller, treasurer of 
the company. Miss Duff assumed her 
new duties August 1, succeeding Mir- 





iam Cooper, resigned. 
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WREN’S 


50 YEARS SUPREMACY 
for QUALITY 


“WREN’S” —for years the well-dressed 

Englishman's favourite Shoe Polish, now 
akes its bow to the American Public. Its 

intense brilliance and unique leather pre- 

serving and waterproofing properties set a 

new standard in the polishing and care of 

Shoes, and the appointed Wholesale Dis- 

tributors are proud to be concerned in the 

introduction of such a fine Product. 

For full write te: 

bee ~ +! oes: The Macphe: Leather Co., 250 So. 

ing Street, Los Angeles, California. 
ae ay wer Mandus Nelson & Co., 223-225 West 
reet, Chicago, Ill. 

NEW YORK CITY and environs 

The Majestic Leather Co., 308 Bowery, New York. 





Hides Moving at Fixed Ceiling Prices 





Indications Point to Maintained Brisk Activity Through Early 





Fall with Steady Supply Seen Despite Expected Further 
Curtailment in Civilian Use of Other Commodities 


New YorK—That the Administration 
is bending every effort to prevent sky- 
rocketing prices as a result of the com- 
bined competitive buying for defense 
needs as well as for civilian consump- 
tion is clearly reflected in the price 
control bill introduced into Congress. 
Commodity price indices continue to ad- 
vance and there is every reason to ex- 
pect a further marked curtailment in 
civilian use of numerous commodities. 
Such, however, is not particularly true 
as far as hides and leather are con- 
cerned. 

Ceiling prices on hides were fixed in 
mid-June at the basis of 15 cents, and 
hide prices consequently have mainly 
ruled at that level since. Heavy and 
light native steers, but branded steers 
and cowhides have been moving at 15 
cents, colorados at 14% cents, native 
bulls at 12 cents and branded bulls at 
11 cents. Incidentally, these prices are 
4% to 5% cents higher than the levels 
prevailing a year ago. 

Leading packers have found no diffi- 
culty in moving their hides at the quoted 





levels. As a matter of fact, killers 
are well sold up and are understood to 
have only a working normal stock un- 
sold. Demand for domestic raw hides 
continues brisk. After all, this is the 
season of the year when the best quali- 
ty hides are available, and such will 
be the case for the next two months. 
Consequently, specialty leather tanners 
will avail themselves of the oppor- 
tunity of obtaining the most desirable 
hides. It is this demand together with 
the optimistic reports on shoe sales as 
well as the maintained underlying de- 
mand for leather which is giving the 
hide market its distinctly firm under- 
tone. 

The purpose of fixing ceiling prices 
on hides was twofold. First, the intent 
was to prevent undue price advances, 
and second, to cause a halt in the heavy 
purchases to build up excessive inven- 
tories. This has proved successful in 
some measures, and some slackening 
was noted in forward orders for 
leather. Some easing in retail shoe bus- 
iness also took place, and there was a 
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ing, horse racing, yachting on the 
Chesapeake . . . and a hundred 
and one other fascinating attrac- 
tions! The city’s newest and largest 
hotel is located a short distance 
from everything you want to see... 
in the middle of the business, shop- 
ping and amusement districts. 


For 





G3 Cuban Rubber Heels 


Can Sell Shoes 
You! 


W Hartever gives your 

customers more comfort, smart ap- 
pearance and long wear from their 
shoes, sells them on the shoes and 
keeps them sold—and that includes 


the store where they got them, too. 


So it pays you well to see to it that your own or contract 
shop uses I T S Super-Quality Rubber Heels on all repair 
work. These I T S Cubans, for instance, assure unusual 
cushion and extra long level wear that keeps the lady's 
shoes treading healthfully level. She likes that—and the 
store where she got it . 
specifying I T S Heels. 


THE ITS CO. ELYRIA, O. 


26 Years of Better Rubber Heels—Millions of Users 


. . There’s profit for you in 





strong undercurrent of feeling that 
shoe factory operations may taper off 
substantially after September. In other 
words, present indications point to a 
maintained brisk activity in most direc- 
tions for hides, leather and shoes 
through the end of the third quarter. 

The hide market in the Argentine 
also has been displaying a much firmer 
undertone. This is largely a reflection 
of the unusually heavy purchases made 
by Japanese interests of Argentine type 
hides. Buying by the far eastern coun- 
try alone in the last few weeks was said 
to have been in excess of 300,000 hides, 
and it was this demand with the in- 
creased activity in the tanning industry 
in South America, as well as purchases 
for Russia, the United States and Eng- 
land, that has brought about the much 
improved tone in the South American 
market recently. 

The current rate of leather consump- 
tion in the United States is almost of 
record-breaking proportions. Such a 
maintained consumption is-looked upon 
as likely to bring about a revision in 
the ceiling price for hides. If the gen- 
eral commodity index shows further 
substantial gains, such a development 
is quite probable. After all, hide prices 
were fixed during World War I orig- 
inally at around 20 cents a pound and 
were revised upward three times to as 
high as 30 cents a pound. 

It is the ,underlying factor in the 
hide situation which, being accentuated 
by external influences such as the gen- 
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eral rise in commodities, creates the 
impression of maintained and possibly 
higher prices later on. 

Some in the trade, however, are in- 
clined to adopt a more cautious policy 
as regards anticipating purchases of 
hides or leather. They are inclined to 
stress that the rate of shoe production 
at the present time breaks all records, 
and that sales reports at retail do not 
parallel increased production. Whether 
or not this represents marked over- 
production is the question in the minds 
of these interests, and the inclination is 
to adopt the view that inventories are 
being built up. True enough, the pur- 
chasing power of the public has been 
materially increased and the volume of 
sales remains highly satisfactory. 

The South American tanning indus- 
try is being built up rapidly and is fill- 
ing a good percentage of the demand 
for leather that usually came to the 
United States and Europe. It is also 
pointed out that the demand for clear 
grained leather continues brisk due to 
the fastidiousness of the American 
buyer in the appearance of leather, and 
good prices prevail, but the average run 
of leather is bringing much lower levels. 
Also, this is the season for the accumu- 
lation by specialty leather tanners for 
their requirements for the fiscal year. 
Within the next two months or so, this 
demand may be thoroughly satisfied. 
Shortly thereafter there may be a ten- 
dency to stress the less desirable quality 
hides. All this, however, is a future 


possibility; meanwhile the situation re- 
mains strong with no indication of an 
early reversal in the trend. 

The hide futures market has been 
undergoing a period of evening-up of 
contracts. Prices have been too low 
for profitable hedges against purchases 
of foreign hides to be imported into the 
United States and not attractive for 
packers to hedge, particularly as lead- 
ing killers find no difficulty in moving 
the weekly kill at these full prices. At 
the same time, hide futures have not 
been low enough to attract any broad- 
ening speculative buying interest due 
to the fact that quotations are near the 
ceiling level of 15 cents a pound. Hide 
futures, however, are still selling at a 
basis which should be attractive to tan- 
ners, but not much of this tanner par- 
ticipation on the buying side has been 
taking place. Consequently the hide 
futures market drifted aimlessly with 
quotations approximately the same as 
those existing a month ago. 


Bon Marche Department 
Enlarged 


SEATTLE, WasH.— Considerably en- 
larged, but still undergoing remodeling, 
the footwear department of the Bon 
Marche gives a hint of what this first- 
floor setup will look like when com- 
pleted. Selling and fitting shoes con- 
tinues in the midst of the operations in 
the department. 
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T.C.C.A. Announces New 
Spring Leather Colors 


New York — Six colors for men’s 
shoes have been selected for Spring, 
1942, by the joint committee of tanners, 
shoe manufacturers and retailers in 
cooperation with The Textile Color 
Card Association. Advance swatches of 
the new colors have been sent to mem- 
bers in the shoe and leather industry. 

The official colors for men are Garri- 
son Tan, the color which the United 
States Army has adopted for the new 
garrison oxford shoe; National Brown, 
a darker ruddy tone; Saddlebark, a 
sports shade of golden cast, and the 
three repeated colors, Yankee Brown, 
American Tan and Adobe Tan, the 
latter a light saddle tone for sports and 
country type shoes. 

The new women’s shades include 
Town Brown, a warm medium tone 
lighter than the Conga Brown of last 
Spring; American Saddle, a creamy tan 
for sports or casual shoes, and two bril- 
liant patriotic tones captioned Defense 
Colors, namely, Unity Blue and Liberty 
Red. In addition to these, Golden To- 
bacco, Bluejacket, Airway Blue and 
Turftan have been repeated from the 
1941 Fall Shoe and Leather Card. 


The Association’s members will also 
receive an advance swatch of American 
Eagle Gold, which will appear in the 
1942 Spring Glove Card in the group 
of Defense Colors and in the 1941-2 
resort and cruise card to be issued 
shortly. This color is symbolic of the 
insignia and brass buttons appearing 
on American Army and Navy uniforms. 

Both the Men’s and Women’s Shoe 
and Leather Card for Spring 1942, to 
be issued later, will portray the official 
colors in various types of leathers. 


Walter Ziegler Joins 
Hunt-Rankin 


Boston, Mass.— Hunt-Rankin 
Leather Company, Boston, well-known 
tanning firm, recently announced the 
appointment of Walter D. Zeigler as 
general sales manager. 


WALTER ZEIGLER 


For the past twenty years “Wally” 
Ziegler, as he is popularly known in 
trade circles, has specialized in the pro- 
motion of fine leathers, contacting shoe 
manufacturers throughout the country. 
Through his long association with the 
industry Mr. Ziegler has acquired a 
tested knowledge of style, merchandis- 
ing of leathers, and an adeptness for 
the promotion of colors. His activities 
in this direction have provided him with 
a broad acquaintance among shoe man- 
ufacturers and leading retailers of 
national importance. 

In assuming his duties as sales man- 
ager, Mr. Ziegler plans an extended 
tour of the trade at an early date to 
personally contact the organization’s 
various sales representative throughout 
the country. 


Over 200 Firms Already 
Signed for Boston Show 


Boston, Mass.— “Current advance 
registrations for the next Boston Shoe 
Fair on December 1-4, conducted under 
the official auspices of the New En- 
gland Shoe and Leather Association, 
exceed a year ago at this time,” stated 
H. O. Rondeau, chairman of the Boston 


Shoe Fair Committee. “Over 200 reser- 
vations have already been received 
from the leading shoe manufacturers 
in the industry, and present indications 
point to another record-breaking Win- 
ter show in Boston this year.” 

The Association’s official announce- 
ment of this Fair has already been 
mailed to 1300 shoe manufacturers and 
members of the allied trades. All ex- 
hibitors in the June, 1941, Boston Shoe 
Fair have been granted the customary 
ten-day option period to enter reserva- 
tions for the rooms they occupied at 
this show, and upon the expiration of 
the option period all rooms at the two 
cfficial shoe fair hotels, the Hotel Stat- 
ler and Parker House, will be assigned 
to manufacturers in the order of the 
receipt of their applications for display 
rooms. 

“Any manufacturer who plans to ex- 
hibit in this Boston Shoe Fair, Summer 
footwear, and who may not have re- 
ceived a copy of this announcement,” 
says a statement issued by the com- 
mittee, “is urged to communicate with 
Maxwell Field, the manager of the 
Fair, at 210 Lincoln Street, Boston, and 
a copy will be immediately sent.” 


Stitchings, Perforations 
Neck and Neck for Fall 


Cuicaco—The J. P. Smith factory 
at Chicago is humming merrily, and 
the zippy, zestful tune of big business 
for Fall and Winter is sweet. Smith re- 
ports that the race for retailer and 
public favor, between stitchings and 
perforations, is a hot one, with stitch- 
ings leading by a scant lift. 

The stitched patterns—Smith Sprints, 
Moccasins and Militaries—are all show- 
ing strong support from alert Smith 
dealers in key cities. Perforated pat- 
terns, especially in the fine, natural and 
antiqued grain leathers, continue to 
spurt at accelerated speed. 

The Smith Squire Shoe factory at 
Dubuque is in full swing now, with ad- 
vance orders crowding the right of way. 
This line of moderate priced, Smith- 
built shoes is living up to every advance 
promise for Fall and Winter . . . and 
the trade will find in the new Smith 
catalog which is scheduled for mailing 
in a few days, a galaxy of first mag- 
nitude stars in the three major con- 
stellations: Smith Synchro-Flex, Smith 
Smart and Smith Squire. 


Helen Cornelius Joins 
Daniel Green 
RocHester, N. Y.—Miss Helen Cor- 


nelius, president of Creative Fashion- 
Talent, Inc., has been retained as fash- 
ion counsel and adviser on slipper and 
play shoe lines, it is announced by 
Daniel Green, president of Daniel 
Green Company, Dolgeville, manufac- 
turers of leisure footwear. 

She is to work with the designing 
staff of the company, giving counsel in 
styling, merchandising and promoting 
Daniel Green lines of footwear. 
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Practical Pointers on How to Sell Shoes 


[CONTINUED FROM PAGE 30] 


force can accomplish this objective with- 
out the cooperation of the majority of 


instead of semi-professional salesmen, 
as well as professional shoe fitters. 

Let the national slogan be: “A shoe 
for every purpose and a purpose for 
every shoe.” By using tact and diplo- 
macy we can avert this blitzkreig of 
“high style plus beauty plus comfort 
plus service plus perfection” in one 
shoe. Ask the lady (with a smile): 
“Would you wear a dinner-gown at 
breakfast?” “Of course not, you dope,” 
she'll reply. “Then my good lady don’t 
buy a high style shoe for every pur- 
pose under the sun, if you want, com- 
fort, correction, service and beauty. 

“Here are your shoes for morning 
wear, when your foot needs support and 
slenderizing action for the day ahead. 
Boudoir slippers are for evening when 
it’s time to retire and your feet need 
relaxation—they undermine your vital- 
ity if you wear them in the morning 
when your feet need the proper support 
to condition them for the day’s activi- 
ties. Never wear boudoir slippers ex- 
cept when preparing for bed. Here are 
your shoes for afternoon wear with, 
comfort, style and attractiveness com- 
bined. Then here are two pairs for 
evening wear when you want to look 
your prettiest. 

“By having all these in your ward- 
robe you are ready to meet all occasions. 
During morning and afternoon two 
pairs are necessary to correctly support 
and condition your feet for the tasks 
imposed on them. Changing shoes every 
few hours really rests your feet won- 
derfully and each change gives you a 
fresh start. To insure your comfort 
and health the heel caps must be kept 
straight and not allowed to run over, as 
this will endanger your health by 
throwing too much burden on a part of 
the delicate bones of the foot. 

“Even your electric refrigerator will 
not perform properly if it is off bal- 
ance. The human body needs to be 
correctly and evenly supported to func- 
tion properly. Change your shoes as 
often as you change your other wear- 
ing apparel or oftener. Your feet must 
bear the brunt of every activity and 
thev should be given first consideration. 

“Here are several pairs of shoes alli in 
your exact size and designed to give 
you the utmost in beauty and service. 

“Slip into this pair immediately on 
arising in the morning before break- 
fast. -Lace them snugly to give your 
feet the right start for the day. 

“Tf you dash out for a game of tennis, 
use this sports shoe, when you slip into 
sports clothes. Remove them immediate- 
ly at lunch time, whether you change 
from sports clothes or not, for after a 
strenuous game or exercising walk 
your feet again need the support of this 
fresh afternoon shoe. 
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“Another fresh pair like this one will 
make your feet smile when you slip 
into them with your dinner gown. You 
will notice they fit comfortably easy to 
permit perfect circulation while sitting 
at dinner for an hour or so. Haven't 
you noticed that your feet have a ten- 
dency to swell and become numb if 
your shoes are too tight at dinner? 
Then for the evening’s activities you 
need a light, dainty, beautiful creation 
such as this one, snugly fitted with con- 
cealed support to insure a perfectly 
heavenly evening. A pair of these to 
blend with each one or two of your 
party gowns will make you happy and 
your feet will rejoice at every change. 
See your dentist twice a year, if you 
must, but do, for your feet’s sake, 
change your shoes every hour if you 
can. Keep a fresh pair for every pur- 
pose and life will be beautiful. May I 
take them to your car for you?” 

And the professional shoe salesman 
bows from the waist as he closes the 
car door on five. pairs that won’t be 
back! 

It is high time we educated our cus- 
tomers to the necessity of changing 
shoes often and selecting each shoe for 
a very definite purpose. Concerted 
action on this front by all quality shoe 
fitters will bear fruit. It’s time to quit 
coddling molly, if we are to bring back 
professional shoe fitting to its rightful 
place in the scheme of life. Let’s molly- 


coddle no more but shoot straight from 
the shoulder. Tell the customers plain 
hard facts about themselves and their 
feet and be definite about it. Persis- 
tently, pleasantly and firmly we will 
raise our professional banner on the 
peaks of perfection! It might be well 
to go into a little detailed description of 
the function of each part of the foot to 
enable the customer to know her own 
foot and to see its fitting from our 
point of view. Bear in mind that while 
the feet belong to the customer she 
probably knows very little about them 
except that they often cry out for 
mercy. When the customer understands 
her feet and why they should be fitted 
your way, mostly she will agree with 
you. She might even exclaim: “Why 
didn’t somebody tell me these things?” 

An educated prospect is easiest sold. 
Help your customers to know their own 
feet and they will confidently rely upon 
your judgment. 

In this mad scramble for sales rec- 
ords and increased sales, it is well to 
unscramble a bit. Get your customer 
away from the crowd. In a quiet, rest- 
ful atmosphere she may forget her 
haste, become absorbed in her own feet 
and succumb to the lure of luxurious 
foot comfort. Give her a quiet, master- 
ful, professional, scientific Selling and 
don’t worry about the other dozen cus- 
tomers you’ve missed. By slowing up 
and concentrating on each individual 
as an individual case your sales will 
increase and repeat with ever lessening 
resistance. Settle down to personalized 
selling for personal reward. 





Chain Store Inventories Decline 


WasHINcToN, D. C.—The cost value 
of inventories held by chain shoe 
stores declined about 8 per cent during 
June and the month-end total was about 
7 per cent higher than a year earlier, 
according to a release by the Depart- 
ment of Commerce. Although sales this 
June were considerably less accelerated, 
the stock-sales ratio for the month was 
only moderately above that for June 
of last year. 

The reported data on chain shoe 
store operations are summarized below. 
The total sales figures shown in the 


table represent the amounts actually 
reported for the calendar months; they 
are also shown after having been com- 
puted to a daily average basis exclud- 
ing Sundays and principal holidays. 
The inventory figures represent in al- 
most all cases the cost value of stocks 
on hand at the end of the month. The 
ratio of stocks to sales represented in 
this report is based on stores reporting 
both items; it cannot be computed di- 
rectly from this table since total sales 
for the 25 firms reporting inventories 
are not shown separately. 





Summary of Sales and Inventory Data Reported By Chain 
Shoe Stores 


June, 1941 


Number of 


Number 


Stores Reported 
A. 


Amount 
A 





of Firms - 

Report- June 

Item ing 1941 
Total net sales 29 2,598 
Average daily sales. . ‘ ae 


Total inventory .. 25 2,253 
Ratio of stocks to 
sales 


May 
1941 
2,602 


2,257 


2.253 2,257 


June F 
1940 
2,587 


June 
1940 
$15,728,000 

629.100 


May 
1941 
$18,550,000 

687,000 


June 
1941 
$16,163,000 

646,500 





2,241 


$23,664,000 $25,812,000 $22,108,000 





2,241 1.71 1.82 1.65 
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SALESMEN WANTED 





FOR SALE 





HELP WANTED 











GALESMEN WANTED—to carry manufac- 
turers in-stock line of Men's Goodyear Welt 
Dress Shoes to retail from $3.00 to $4.00. 
Limited territories available. Address: $252, 
care Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 





A FACTORY manufacturing 6,000 pairs of 
Women’s Low Price Novelty Shoes daily 
has territory open through the Middle West, 
South, Middle Atlantic and Northwest sections 
of this country, selling only to volume trade; 
presently selling large chains and Jobbers. A 
recognized product and well established. Give 
full details and experience, etc. Address 
£251, care Boot & Shoe Recorder, 140 Federal 
Street, Boston, Mass. 


EPRESENTATIVE wanted, visiting New 

England footwear factories, to sell for tex- 
tile manufacturers of gabardine, bengalines, 
elastics, fancy strippings, woven or knitted. 
Address $259, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


LINE WANTED 


ALESMAN WANTS TO CONTACT manu- 

facturers, jobbers, specialty and general line, 
New York—New Jersey. Address $254, care 
Boot & Shoe Recorder, 100 East 42nd Street. 
New York, N. Y. 


LINE WANTED: Pacific Coast Salesman cur- 
rently selling approximately ten thousand 
per month play shoes, but unable to get more 
than fifty per cent delivery due to oversold fac- 
tory condition, is open for fast up-to-date line 
Women’s Dress Shoes or novelty Slippers. Ac- 
tively established with Best 
references. Los ‘” eles headquarters. Ad- 
dress $255, care Boot & S Shoe _. 100 East 
42nd Street, New York, N. 




















EXPERIENCED SALESMAN desires line 

Slippers; Children’s Shoes; Metropolitan 
New York. Address £260, care Boot & Shoe 
a ~ 100 East 42nd Street, New York, 








POSITION WANTED 


CHAIN OR DEPARTMENT STORE MAN. 
AGER . desires position. Age 42; married; 
with over twenty years of experience in 
medium grade shoes. Will go out of town. 
Address 2253, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


WANTED TO PURCHASE 











WANTED: 23 te 50 Sections of Modern Shoe 

Shelving, single pairs; 300 yards Carnet; 
Chairs; inside glass display cases and Hosiery 
Section. Give price and full details in answer. 
Address £261, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, - 











FOR SALE 


Long established shoe store in South Central New 
York State. Vo'ums $90,000.00 built up over many 
years on high grade nationally advertised lines of 
men’s and women's shoes retailing up to $12.50. 
Long term lease. Exceptional opportunity to ac- 
quire substantial going business on f:vorable terms. 
$25,000.00 to $30,000.00 capital required. 
Ad —, ny care BOOT + SHOE paeeqpee 
100 East 42nd Street, New York, N. 








SALES MANAGER WANTED 


Services of a high-grade Sales Manager are re- 
quired by a leading manufacturer of Men's and 
Women’s quality shoes. This man should not be 
over 40 years of age; should have close acquain‘ance- 
ship and contacts with leading buyers of qu.!'ty 
footwear throughont the country. Here is a splendid 
opportunity for a man who knows the quality market. 
Address 256, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











REBUILT Adrian X-Ray Shoe Fitter. Brand 

new $125 tube, latest type green fluores- 
cent screen, new wiring throughout and all 
obsolete parts replaced with modern efficient 
equipment. Cabinet in renewed condition. Lab- 
oratory tested and same guarantee as new ma- 
chine. We know our business and warrant new 
machine performance. Only $295 f.0.b. factory. 
_ A X-Ray, 20 N. Wacker Drive, Chicago, 
tl 





FOR SALE 


A growing retail shoe store in New Jersey. 
Present volume over $50,000.00. Medium to 
high grade business on nationally adver- 
tised men’s and women’s lines. Excellent 
location and bg epportunity for expansion. 
Terms if desired. 
Address 257, care BOOT & SHOE peqeqpee 
100 East 42nd Street, New York, N. 














FOR RENT 


OR RENT, desirable space in modern ready- 
to-wear shop for shoe department. Excellent 
location. Write Murray’s, Rock Hill, S. C. 








NORTH CAROLINA, Unequaled shoe Isca- 
tion store in Wiston Salem, N. C., popula- 
tion 95,000; available August 15th; rent very 
—— J. H. Fariss (Owner), Greensboro, 








Children’s Store Remodels 


PITTSBURGH, PENNA.—The Children’s 
Store, 330 Fifth Avenue in the Golden 
Triangle, is expanding and remodeling 
the first floor and the front display win- 
dows. 

E. Smith, manager of this store own- 
ed by Greenberg Brothers, explained 
that business is good now and that a 
large selling of Fall footwear for chil- 
dren is expected. Greenberg Brothers 

















WANTED TO PURCHASE 








MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unb-rnded. Gensrous prices. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 








SELL YOUR Seerees STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 
We oF mae or ge stocks of shoes 
from jobbers manufacturers. 
=. our new ue 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
ERVIN BUBIN 
“The House of Jobs’* 
89 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 








CASH 


For Entire Stocks or Surp'us Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 

CAMITTA SHOE COMPANY 


168. a St. Philade'phia, Pa. 
hone Lombard 2062 














own four stores operating under The 
Children’s Store name. Three of these 
are located in New York, the fourth in 
Pittsburgh. 





Classified advertising is payable 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minirnum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In ail other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
in advance. 
ews Advertisements for this page must be in our New York office on Friday of the week preceding publicction. -wa 
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WANTED TO PURCHASE 


MERCHANTS NEEDS 











SHOE STORES WANTED 
FOR CASH 


BARIS SHOE CO., INC. 
79-81 Reode St., New York 
Tresnal references an request, 














BUSINESS OPPORTUNITY 








ENGLISH SHOE DESIGNS 
Offered to American Shoe Manufacturers, 
Original, Exclusive, English Footwear 
Designs of Outstanding Merit & Appeal. 

B. E. COOPER & CO., LTD. 
Australia House, London, England. 








MATS FOR YOUR 
NEWSPAPER ADS 


Eliminate high cost of ART-WORK and EN- 
GRAVINGS! For that big increase—use SHU-MAT 
pi CE. Send for your copy of our NEW FALL 


SHU-MAT CO. 
584 E. Whittier St., Columbus, Ohio 























Obituaries 


Victor Phillips 


New York—Victor Phillips, 55, sales 
manager of Andrew Geller Shoe Mfg. 
Company, Brooklyn, died recently at 
Mr. Sinai Hospital. He had undergone 
an operation there. 

Mr. Phillips had been associated with 
the Geller concern for 33 years and 
was one of the best known shoe men on 
the road. He had been sales manager 
for the past 20 years. His loyalty and 
sincerity were honored by everyone he 
knew. 

Funeral services were held from 
Riverside Funeral Chapel, New York. 
Mr. Phillips is survived by Sophie, his 
widow; a son, Sheldon, and a daughter, 
Selma. 


James V. Murphy 


CLEVELAND, O.—James V. Murphy, 
40, died recently at St. Johns Hospital, 
here. He was merchandising manager 
of the shoe department of the Higbee 
Company. Mr. Murphy had had a 
heart attack at his home previous to 
entering the hospital. 

Prior to his connection with the Hig- 
bee Company, Mr. Murphy had been 
a resident buyer for the May Company 
in Washington. He had been associated 
with the Higbee Company for the past 
11 years. He is survived by his widow, 
three daughters, Barbara, Dorothy and 
Mary, and a son, Denny. 

Services were held at the William R. 
and Roy A. Daniels Funeral Home in 
Lakewood, Ohio. 
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OPM Appoints Steering 


Committee 


WASHINGTON — The OPM has an- 
nounced the appointment of the follow- 
ing Steering Committee for the Defense 
Industry Advisory Committee for shoes, 
leather products, hides, skins and 
leather, the function of the committee 
being to give advice to OPM and other 
defense agencies regarding problems 
which may arise in connection with 
these materials: 

Byron A. Gray, president, Interna- 
tional Shoe Co., St. Louis; Maxey Jar- 
man, president General Shoe Corp., 
Nashville, Tenn.; J. F. McElwain, presi- 
dent, J. F. McElwain Co., Boston; H. L. 
Nunn, president, Nunn-Bush Co., Mil- 
waukee; F. J. O’Donnell, treasurer- 
secretary, Jos. M. Herman Shoe Co., 
Millis, Mass.; Paul C. Smith, vice-presi- 
dent, Swift & Co., Chicago; E. L. Mc- 
Kendrew, vice - president, Armand 
Schmoll, Inc., New York; Carl Danner, 
president, American Hide & Leather 


Co., Boston; W. B. Ejisendrath, vice-- 


president-treasurer, Monarch Leather 
Co., Chicago; Claude Nathan, vice-presi- 
dent and general manager, Eisendrath 
Glove Co., Chicago; A. M. Peirce, vice- 
president, Leas & McVitty, Inc., Phila- 
delphia; Joseph W. Holmes, general 
manager, United Last Co., Boston; E. 
W. Prevere, tanning materials buyer, 
Howes Bros. Co., Boston; J. C. Talbot, 
supervisor of shoe buying. J. C. Penney 
Co., St. Louis; Owen W. Metzger, presi- 
dent, Wetherhold & Metzger, Allentown, 
Pa.; Marecvs Rice, merchandise man 
and buyer, Thesmay Co., St. Louis, and 
H. S. Marlor, president, footwear divi- 
sion, U. S. Rubber Co., New York. 

A meeting of the Steering Committee 
has been called for Aug. 22 at 10:30 
a.m. Harold M. Florsheim and Major 
Josevh W. Byron, both of the Clothing 
and Equipage Branch, Office of Produc- 
tion Management, have been designated 
as presiding officers. 


Add Men’s Department 


Los ANGELES, CALIF.—An attractive 
men’s shoe department has been added 
to Cortland’s Store, 5721 N. Figueroa 
Street, in the Highland Park section of 
Los Angeles. L. F. Skidmore is the 
manager. Brownbilt shoes are fea- 
tured with the accent on the Roblee 
line. 


MAKE MORE SALES 


with the original 
STINE DOCTOR SHRINKERS 


Retler type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids. give the 
Ppreper fit to shoes which 
fit large around the top, 
slip at the heel. or gep at 
the sides. Any fullness or 
512 50 wrinkles in leather or fab- 

7 ric are easily shrunk with- 


Curved type tres out harm. 


Special combination offer $28.00 (fluids In- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 BR. Bint Street. Indinnapelia, tna. 
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What’s New 


Yachting Sole to Be 
Used on Industrial Shoes 


To meet the need in a wide range of 
industries for non-slip footwear the 
Sperry Shoe Division of the United 
States Rubber Company has adapted 
for industrial footwear a squeegee sole 
that was originally developed to grip 
the slippery deck of a racing yacht. 

Known as the Sperry Top-Sider, the 
patented sole was designed by Paul 
Sperry, an experienced yachtsman, to 
insure safe footing on the dangerous 
decks. It is in wide use today in the 
sailing world. 

The industrial line utilizing this sole 
will include an all-white patrol rubber 
which is extremely light, yet durable, 
designed especially for policemen, 
watchmen, dock workers, etc. An all- 
white Terre Haute is particularly use- 
ful in the mine, dairy and dye house. 

A rugged, flexible short boot is de- 
signed for use by brewery workers, 
dairy men, and workers in the dredg- 
ing, packing house and general indus- 
trial field. A longer model is for use 
by auto laundries and all other com- 
panies where hip length protection is 
called for. Finally special boots are 
provided for commercial fishermen, 
sailors, boat pilots, and other sea-faring 
men. 

On the straight-away the sole is per- 
fectly smooth, and being made of pure 
white rubber leaves no mark on any 
surface. In action thousands of small 
rubber waves open up to create the 
suction-squeegee effect. 
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Chorus Girls Approve 
New Hosiery Styles 


The National Defense Program has 
been hitting the young fellows of the 
country as far as the draft business is 
concerned since last October, but in 
one fell swoop, the powers that be 
socked our female population, from 
little sister to grandma, right where it 
hurts, when it curtailed the manufac- 
ture of silk stockings and the et cet- 
teras because of the disrupted trade 
with Japan. 

In the photo on page 15, four chorus 
girls try on several styles of cotton hose 
developed under the direction of re- 
search experts in the Department of 
Agriculture, Bureau of Home Eco- 
nomics, Washington, D. C., and give 
their approval of the new stockings. 

Discounting the style angle, one re- 
deeming feature will be that at least 
feminine pedal extremities will be a lot 
warmer this Winter than they have 
been since the girls gave up the ankle- 
length skirts. 


Army Buys Lasts for 
Garrison Shoes 


Boston, Mass. — Eighty-seven thou- 
sand pairs of low-quarter lasts of the 
type over which the new Army garrison 
shoe is to be made are to be manufac- 
tured by seven companies which have 
been awarded contracts. Companies, 
quantities and prices involved in the 
contracts are as follows: 

Morton Last Co., Cincinnati, 5000 
pairs at $1.603 per pair and 5000 at 
$1.64; Schelter Last Co., Rochester, 
N. Y., 7500 at $162. Arnold Bros. & 
Co., East Weymouth, Mass., 15,000 at 
$1.63. Daetsch & Woodward, Inc., 
Brooklyn, 25,000 at $1.649. United 
Last Co., Boston, 5000 at $1.65. Vul- 
can Corporation, Portsmouth, O., 15,000 
at $1.65. Western Last Co., St. Louis, 
10,000 at $1.65. 


To Give Course in 


Military Chiropody 

PHILADELPHIA, Pa. — An innovation 
with far-reaching possibilities has been 
inaugurated by the Chiropody Schoo! 
of Temple University. Beginning with 
the Fall term, a course in military 
chiropody will be given to the student 
body. Graduates are invited to partici- 
pate in a special course given in weekly 
evening sessions. 

The primary object of the course, ac- 
cording to university officials, is to sup- 
port the age-old theory that an “army 
still stands on its feet,” despite the rev- 
olutionary changes brought about by 
motorized units. Special attention will 
be given the study of properly con- 
structed shoes for all types of service 
men, with emphasis on special features 
for those engaged in constant motor 
work. “Trench feet,” the bane of 1917 
veterans, will be considered in another 
course of study devoted to development 
of proper fitting of military footwear. 
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BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass. 

ATHLETIC SHOE CO., Chicago, Ill. ..... 

COLE, ROOD & HAAN CO.., Chicago, Ill. 

GILBERT SHOE CO., Thiensville, Wis. . 

GOODWILL SHOE CO., Holliston, Mass. 

GREEN SHOE MFG. CO., Boston, Mass. 

HERBST SHOE MFG. CO., Milwaukee, Wis... .. iG 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 
NUNN-BUSH SHOE CO., Milwaukee, Wis. 

PETERS BRANCH OF INTERNATIONAL SHOE CO., St. Louis, Mo. 
ROBERTS-HART, INC., Keene, N. H. .. 

SCHNEIDER SHOE CO., St. Louis, Mo.. 


LEATHER AND OTHER MATERIALS 


HUBSCHMAN, E., & SONS, Philadelphia, Pa. .... 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. 
LEVOR, G., & CO., INC., New York City . 

TANNERS COUNCIL OF AMERICA 


. 

Back Cover 
34 
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= 36 
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36 
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MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


DU PONT DE NEMOURS, E. |., & CO., INC., Arlington, N. J. 
1. T. S$. CO., THE, Elyria, O. ...... 

LIBBEY, W. S., CO., Lewiston, Me. ... 

LITTLEWAY PROCESS CO., Boston, Mass........ 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

WREN'S SHOE POLISHES 


STORE EQUIPMENT AND ACCESSORIES 
SCHOLL MFG. GO., THE, Chicago, Ill. . 
SHU-MAT CO., Columbus, O 
SMELTZER, E. C., CO., Indianapolis, Ind. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City.... 
BARSH & CEASAR, Philadelphia, Po.......... 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
COOPER, B. E., & CO., LTD., London, Eng... 
HOTEL LENNOX, St. Louis, Mo 

HOTEL LORD BALTIMORE, Baltimore, Md. .. 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City 
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A New 


lexible Process 


by NUNN- BUSH 


Structural insole and Outsole Changes 
Provide Amazing Flexibility with 
No Sacrifice of Other Qualities 


Used with equal success 1m light weight oxfords of heavy 
brogue types, 4 new Flexible Process evolved by Nunn-Bush 
now permits amazing flexibility without sacrificing wearability or arch support! 


The insole which must be of highest sew. extreme flexibility, and 
ample weight, is gouged out at th . the lips t which the 
welting 1s attache is skived around the 
forward edges leaving the middie portion of the usual thickness. The 
thicker portion of the outsole thus nests in the gouged area of the insole, 
effecting # perfect union without foreign fillers. 


Becau i nd outsole are © ok, a Nuno 


Bush Flexible Proce des the same support 3s a reguiat ynn-Bush 
shoe — and the mira the Nunn-Bush 
Weight Distributor need not be ‘Gced. See th catalog fot 
Fall and Winter fot : 


NUNN-BUSH . Manufacturers ncisco 


Complete Stocks 


Brewster Last 
4313 Superfine — Vegetable Tanned 


Cretan Calf - Custom Finish 
Weight Dt auto’ m vyex-Processed Sole 


astriDUtor 
and insole — English Custom Heel 


in Stock — AA 8/12 ATM! is B62 
cs\ii2: DS! 











TWO 
SS WEEKS TO GO 


and off they go to school . 
twenty-five million of them .. . 
needing new shoes . . . good shoes 
. . « like Stride Rites. Are you ade- 
quately prepared to meet the record break- 
ing demand of the next few weeks? Better 
check the shelves now .. . play safe by add- 
ing a few pairs over your anticipated 
needs, Stride Rite shoes are like 
money in the bank . . . always 
good. Better to have enough 
sizes than risk losing sales. 


GREEN SHOE MFG. CO, BOSTON, MASS. 
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